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‘ished for America’s automobile and truck dealers 


Your cash, your parts, 
even your cars— 
are they secure? 
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Fast, fair claim 
settlement is, after all, 
the reason you buy 
business insurance in 
the first place. So when 
you havea loss, you'll 
really appreciate your 
Unicover® protection 
from The Specialist. 

All claims are 
handled promptly and 
efficiently. But when 
you have a major loss — 
fire, vandalism, etc. — 
that's when Universal 
really goes into action. 

We have major loss 
teams on constant 
standby, ready to travel 
anywhere. So you'll be 
getting service from The 


Specialist within hours 
of your loss. 

And because 
we ve specialized in 
automobile dealers 
and their insurance 
problems since 1922, 
we can help with many 
loss-related details. 
Like disposing of hail- 
battered or fire- 
damaged automobiles. 
Or shortcuts in 
restoring your building. 
That's why we call 
ourselves The Specialist. 

If this is the kind of 
dependability you want 
from your insurance 
coverage, then you 
want The Specialist. 


your insurance cover 
you stranded after a 
y call ; in The Specialist. 


Phone toll-free 


- 800- 821-7803 


Ask for Patty Henderson. Or write for 
more information about Auto Dealer 
Protection from The Specialist. 


Name & Title 

Dealership 

Address__ ; ans 
City 


State : Zip 


fo 
BR 
Universal Underwriters 


A Member Company of the 
ier Insurance Group 
E. M. Lynn, President 
5115 Oak Street, Kansas City, MO 64112 
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A Word On The N.A.D.C.F. 


ago, a friend of ours 
1 uP? “ag oe tragedy: he 
da heart attack. 
‘felt a helpless,” he told us 
just stood there like a 
a y not knowing what to do, 
: was dying.” 
at ely, the victim didn’t 
4 t-aider trained in car- 
= Bee ary resuscitation (CPR) 
s the rescue and revived the 
4, until an emergency medi- 
4 $ ~n arrived on the scene. 
.- friend, shaken by the expe- 
a sign dup for a CPR course. 
; , point of our story is that 
=~, mean the difference be- 
| ‘jife and death for a heart at- 
jm, providing, of course, 
someone nearby who is 
rained. 
ai’s where dealers come into 
i y—helping to make sure 
with CPR training is 
For the past few years, 
“1, the National Automobile 
= Charitable Foundation, 
". have been giving CPR 
. mannequins—called 
‘._Annes—to local Red 
4d Heart Association chap- 
is d to community health or- 
‘ ; ons for use in CPR train- 
* rams. The Resusci-Annes 
 qispensible for proper CPR 


* cin « 


a? 
is. 


training, and the demand for the 
mannequins is keen. 

Thanks to the Charitable Foun- 
dation, countless thousands of 
citizens have been trained in CPR 
techniques. But the Charitable 
Foundation gives more to com- 
munities than CPR mannequins, 
of course. Grants are made to 
schools and colleges to promote 
economic education in the private 
enterprise system, and money is 


‘“‘Grants are made to 
promote education 
...iMnthe private 
enterprise system.”’ 


also given to practical programs 
such as Junior Achievement, 
which introduces young men and 
women to the business world by 
helping them form their own com- 
panies to make and market their 
own products and services. 

The N.A.D.C.F. gives some- 
thing back to dealers, too. It gives 
dealers a way of saying thanks, 
with pride, to the communities 


that have helped them be success- 
ful. 

That’s the way Kenny Kent, an 
Evansville, Ind., Chevrolet dealer 
puts it. “The Foundation,” he says, 
“gives me an opportunity to share 
with my fellow dealers the joy that 
comes with giving to a worthwhile 
cause.” 

Kenny Kent has contributed 
$10,000 to the Charitable Founda- 
tion and has challenged fellow 
dealers to match his gift. To date, 
five have accepted his challenge. 

Where are the others? Why 
aren't there 50 or 500 or 5,000 
dealers ready to match Mr. Kent’s 
gift? Isn’t it better to give to the 
dealer-led Charitable Foundation, 
where your gift will live on and on, 
doing good, rather than to the gov- 
ernment in the form of taxes? 

The Foundation needs dealers’ 
support. Collectively, many 
thousand strong, the Charitable 
Foundation can be a_ powerful 
force in our society, bringing wel- 
come financial support to several 
vital areas of public and commu- 
nity need. 

Of course, your contributions to 
the Charitable Foundation are tax 
deductible. They also can be 
heart-warming, and maybe even 
heart-saving. 
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Executive Notes | 


ublic worried about 
safety of small cars? A 
recent Louis Harris sur- 
vey reports that 49 percent of the 
American public does not believe 
the higher risk of fatal accidents is 
worth the lower price and fuel effi- 
ciency associated with small cars. 

On the other hand, the survey 
reports that top corporate execu- 
tives, investors and lenders, mem- 
bers of Congress and their aides, 
and federal regulators—by 
majorities ranging from 72 to 83 


percent-believe the savings as- 
sociated with small cars are worth 
the risks involved. 

The findings are based on per- 
sonal interviews with five groups: 
402 top corporate executives of the 
1,506 largest publicly and pri- 
vately held U.S. corporations; 104 
institutional investors and corpo- 
rate bankers; 47 members of Con- 
gress and their aides; 47 members 
of regulatory agencies; and 1,488 
adult members of the public. 

xx 
Automobile operating costs. 
According to the Hertz Corp., au- 
tomobile ownership and operating 
expenses were—allowing for 
inflation—higher in 1925 than 
they are now. 


Old lease-company records show | 


typical first-year expenses 55 
years ago were 50.3¢ a mile at to- 
day’s money rates for 10,000 miles 
of travel. The per-mile expense for 
an intermediate domestic today 
traveling the same mileage is 
40.1¢ 

By the way: the actual cost 55 
years ago in 1925 dollars was 
12.2¢ per mile 


HX 
Recommendation for reindus- 
trialization. The New York-based 
American Association of En- 
gineering Societies, which repre- 
sents nearly one million engineers 
in 42 professional organizations, 


has called on President Carter to 
create a national engineering 
foundation to help reindustrialize 
America. 

The association told the Presi- 
dent that such a foundation, which 
it said could be a counterpart to 
the National Science Foundation, 
could help stimulate advances in 
industrial technology and prod- 
uctivity. The association also feels 
the foundation could increase 
long-term government funding 
and industrial tax incentives for 
applied research; ensure a suffi- 
cient supply of well-educated en- 
gineers; and initiate more com- 
prehensive planning for future 
technologies. 

A spokesman said it currently 
takes 15 to 20 years to produce 
economical products and services 
from untapped scientific informa- 
tion, and he said, “Emphasizing 
engineering also could correct the 
imbalance between massive fund- 
ing for scientific research and 
comparatively miniscule funding 
for converting that research into 
practical uses.” Ot 


A liability judgment that may 
be difficult for some people to 
believe. The U.S. Court of Ap- 
peals for the Fifth Circuit has 
agreed with a trial court decision 
awarding damages for the death 
and injury of occupants of a 1976 
Mercury Cougar. The car crashed 
at more than 100 mph, allegedly 
because of the failure of a tire not 
determined safe for such speed. 
The original judgment was or- 
dered by a federal district court 
judge in Louisiana against the 
Goodyear Tire & Rubber Co., 
manufacturer of the tire, and Ford 
Motor Co. The trial judge ruled 
that the Goodyear tire and the 
Mercury automobile on which the 
tire was mounted “were unrea- 
sonably dangerous for normal 


” 


use. 


Ford, in its appeal, argued it had 
no duty to warn the owner of one of 
its automobiles against the danger 
of tire failure in such high-speed 
situations, that Ford had not 
manufactured the tire, and that 
the occupants of the car were 
guilty of contributory negligence. 
Evidence in the trial indicated 
that both occupants had been 
drinking heavily for hours before 
the crash, and that the driver’s 
blood tested far in excess of the es- 
tablished standards for intoxica- 
tion. 

But the appellate court held 
that, “The sports car involved here 
was marketed with an intended 
and recognized appeal to youthful 
drivers. The 425 horsepower en- 
gine with which Ford had 
equipped it provided a capability 
of speeds over 100 miles an hour, 
and the car’s allure, no doubt ex- 
ploited in its marketing, lay in no 
small measure in this power and 
potential speed. It was not simply 
forseeable, but was to be readily 
expected, that the Cougar would, 
on occasion, be driven in excess of 
the 85 miles-per-hour proven max- 
imum safe operating speed of its 
Goodyear tires. Consequently, 
Ford cannot, on the basis of ab- 
normal use, escape its duty either 
to provide an adequate warning of 
the specific danger of tread sep- 
aration at such high speeds or to 
ameliorate the danger in some 
other way.” 

The court also held that Ford 
had a manufacturer’s responsibil- 
ity“. . . for its own active role in 
the assembly of the unreasonably 
dangerous composite product, the 
Cougar automobile. . .” and said 
that the driver’s intoxication 
might have impaired his judg- 
ment, but said that fact was not a 
“substantial contributing cause of 
the tire tread separation and the 


resulting accident.” 
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Tor Raised Our Gross 
$109.°° Per Car!!! 


ar Olds, Johnstown Pennsylvania, is another of the many dealers nationwide 
encing the benefits of the ‘TekTor System, the fastest growing sealant program 
suntry. Not a line of raw chemicals, but a real, cost effective marketing and 

system with the dealer’s bottom line in mind, encompassing total flexibility, 
ste internal protection, and real profit dollars!! 


save. — JOHNSTOWN, PA. 15904 — PHONE: 266.8611 jim dewar olds 


15238 


James Caputo 


we began applying *TekTor exterior and interior to all o 
om war Datsun facility following our meeting in February. 
stalled option, were very evident in our profits at the end of 
: per unit increased by $109.00. 


rtant has been the customer and salesmen acceptance of the 
impo To quote oneof our salesmen after we began doing our inv 
ductS- cars is being recognized by my customers and has aided 
cost of applying ‘TekTor to our cars was less than 


Pictured left to right: Jim Dewar, President, Jim Caputo, Sales Manager, ‘TekTor 
Division, Bill Hollern, Vice President of Jim Dewar Datsun, Inc. 


Mr. Dealer: 


Tired of all the talk about miracle discoveries, 
unbelievable profit projections that are also 
unachievable? Are you ready for some real 
down-to-earth talk about generating profits 
effectively on all cars — big & little? 


Contact the ‘TekTor People for the real facts!! 


Our Thanks to Jim Dewar Olds, 
Jim Dewar Datsun, 
Their Employees and Customers. « . » 


From the ‘TekTor People 


x system has certaintly proven to us its value, especially 
which 15 very important today. 


Sincerely, 


JIM DEWAR OLDS, IN 


OLOSMOBILE @ AMC JEEP @ RENAULT 


TekTor Protection System Works!! 


»roduct package designed specifically 
Bice gross effectively in any dealership 
gh comprehensive implementation and 


¢hrough!! 
| : 
More Information, Call 704/478-2161 “s é 
e 
R.C.I. ‘TekTor °¢ 
\ Law, P.O. Box 340 4 
| / EEN Catawba, NC 28609 ¢ 


volume2,number {{ | 


aufomotive 
execufive 


NATIONAL AUTOMOBILE DEALERS 
SERVICES CORP. 
BOARD OF DIRECTORS 


George S. Irvin, President 

Denver, Colo. 
Wendell H. Miller, Binghamton, N.Y. 
Frank C. Davis, Nashville, Tenn. 
George W. Lyles, High Point, N.C. 
William C. Doenges, Bartlesville, Okla. 
Leslie M. Emerson, Lewiston, Maine 
Bertrand A. Feiber, Bogalusa, La. 
Marvin D. Hartwig, Iowa City, lowa 
William J. Symes, Pasadena, Calif. 
Frank E. McCarthy, McLean, Va. 


——_—_—_—_—— 
———E—————————— 


automotive executive (ISSN 0195-1564) is 
published monthly by the National Auto- 
mobile Dealers Services Corp. Postmaster: 
Send address changes to automotive execu- 
tive, 8400 Westpark Dr., McLean, Va. 22102. 
Subscription rates delivered prepaid in U.S. 
and U.S. possessions $12.00 per year, $18.00 
elsewhere. Single copies delivered prepaid 
$2.00. Multiple subscriptions available at 
discount rates. Controlled circulation post- 
age paid at Olive Branch, Miss. Copyright 
1980 by the National Automobile Dealers 
Services Corp. All editorial communica- 
tions should be addressed to the Editorial 
Director, automotive executive, 8400 
Westpark Dr., McLean, Va. 22102. 


eee 
eee Sl 


EDITORIAL STAFF: 


Publisher, Normand L. Raymond 
Editorial Director, James H. Lawrence 
Managing Editor, William P. Steinkuller 
Senior Editor, Ron Rogers 

Contributing Editor, Sam E. Polson 
Graphics Coordinator, Debora A. Smith 
Production Manager, Donald E. Wheeler 
Production Coordinator, Sharon Milburn 
Editorial Secretary, Mary Young 


page 14 


—— 
————————————————— 


4 AUTOMOTIVE EXECUTIVE, NOVEMBER, 1980 


‘ 


; 
: 


jovember 1980 


How To Write A Business Letter. 
Malcolm Forbes, President and Editor-in-Chief of Forbes Magazine, delivers some how-to. 


A Trusted Employee Just Might Be Stealing You Blind. 
4 A salesman, a cashier, or a parts man who wouldn’t work for anybody else might have found 
himself a profitable sideline—ripping you off. 


The “Champion-Challenger” Program. 
U A tax-deductible way to do a world of good. 


Physical Security: Keeping the Intruder OUT and Your Goods IN. 
Does your modern, up-to-date store have a cracker-box security system? Are you sure you’re 
not inviting a break-in? 
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The Auto Industry And The Law 


A fuel economy device The Environmental Protection Agency is required by law to test re- 
wins EPA approval trofit devices to determine whether the devices actually improve fuel 
economy and meet expectations of claimed performances. EPA is also 
required to publish the results of its tests and conclusions. 
A recent series of tests was performed by EPA on the “Pass Master 
Vehicle Air Conditioner Compressor Cut-Off Device.” This device op- 
erates by disengaging a vehicle’s air conditioning compressor during 
hard acceleration. EPA has concluded that use of the “Pass Master” 
will result in “small but real fuel economy” when the vehicle’s air 
conditioner is in use. Actual fuel economy improvement will vary 
from 0 to 4 percent and will depend on five factors: (1) the amount the 
vehicle air conditioner is used; (2) the driving habits of the operator; 
(3) the device’s calibrations; (4) a vehicle’s air conditioning system 
design; and (5) the driving mode, because “Pass Master” is more effec- 
tive in urban driving. 
The EPA also discovered that the “Pass Master” device is easy to 
install, has no safety-related problems, and will reduce the emissions 
of vehicles running with air conditioners on. 


Michigan state court The Michigan District Court for the 16th District has concluded that 

finds repair “services” repair services are not covered by the state’s Trusts, Monopolies and 

are not covered by state Combinations Act of 1899. This decision persuades the court to dis- 

antitrust law miss the state’s indictment against all 183 car dealers and collision 
repair shops for price fixing (Michigan v. Automotive Service Councils 
of Michigan, Inc.). 


The state originally charged that the dealers and repair shops had 
conspired to fix auto repair prices by adding surcharges to the cost of 
labor, raising the hourly labor rate and eliminating parts discounts. 
Arguing that the statute did not cover “services,” the dealers success. 
fully convinced the court that the act applies only to articles, com- 
moditities and transportation. 


White Motor Corp. White Motor Corp., manufacturer of heavy trucks, farm equipment 

enters chapter 11 and lift trucks, filed under Chapter 11 of the Bankruptcy Code in the 
U.S. Bankruptcy Court in Cleveland on September 4, 1980. White 
and five of its wholly-owned subsidiaries filed the petition following 
the seizure of over $5 million on deposit with two Cleveland banks on 
September 2. When Judge Mark Schlachet of the U.S. Bankruptcy 
Court accepted White’s petition, White reportedly had assets of $897 
million and liabilities of $743 million. Cash on hand totalled $21.7 
million. 

In a Chapter 11 proceeding, the debtor is permitted to remain in 

possession of the business while trying to reorganize the outstanding 
debt structure. The corporation works toward the development of a 


LLL i, 


This column is prepared by the Legal Group of the National Automobile Dealers Association. For further information or questions concerning the items 
appearing in this column, write: Legal Briefs, NADA Legal Group, 8400 Westpark Dr., McLean, VA 22102. 
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er with “informal” 


worth agreement 
ns “good faith” case 


2A modifies high 
de standards 


plan of arrangement providing for a rescheduled payment of cred- 
itors. No interest is paid on outstanding debts and none is accrued 
while a corporation is under Chapter 11. 

White, which manufactures trucks under the White, Autocar and 
Western Star brand names, will be operating its business in as nor- 
mal a manner as possible and dealers are encouraged to continue to 
do likewise. 

The Court has appointed separate creditors’ committees for White 
Motor Corp., White Motor Credit Corp. and White Farm Equipment 
Co. Creditors’ committees for the remaining subsidiaries have not 
been chosen at this time. 


A recent decision by the United States Court of Appeals for the Fifth 
Circuit reinstates a federal district court’s jury verdict that had 
awarded $90,000 in damages to a wrongfully terminated dealer of 
Kenworth trucks. 

The dealer had a bare “informal agreement” with Kenworth, but 
was attempting to comply with the manufacturer’s demands when 
the dealer was terminated. This action in court was grounded on the 
Federal Automobile Dealer’s Day In Court Act (Good Faith Act) and 
the dealer was able to show that the demands were “coercive.” 

The dealer’s written agreement had expired in 1973, but Kenworth 
allowed the dealership to continue to exercise franchise rights while 
new contract negotiations progressed. In 1976, Kenworth made 
twelve immediate demands on the dealer to improve sales, change 
the bookkeeping system and make capital improvements. Although 
the dealer spent $90,000 to meet these demands, Kenworth ordered 
termination based on an alledgedly unfavorable inspection report. 


The Environmental Protection Agency will elimimate the $40 limit it 
had originally proposed as a modification allowance for bringing each 
car and light-duty truck into compliance with the 1982 and 1983 high 
altitude emission standards. Industry spokesmen had questioned the 
$40 limit as being far too low all along. 

Modification costs to comply with high altitude standards will vary 
from car to car, but are expected to run between $10 and $100. As of 
now, EPA will not propose a cost ceiling on high altitude modifica- 
tions. EPA believes the repair-cost limits established under state in- 
spection and maintenance programs will insure that consumers do 
not pay too much for high-altitude changes. 


The State of Ohio requires state odometer disclosure forms to be at- 
tached to motor vehicle titles. I know that federal law requires that 
federal forms be given to customers at the time of transfer. Does this 
mean that I have to provide both a state and a federal form? Or, can I 
just give a state form? Or, should I give customers only the federal 
form? 


You are correct in stating that federal law requires all transferors to 
supply federal odometer disclosure forms to transferees at the time of 
the transfer. This law has recently been modified, however, to allow for 
the use of state disclosure forms on ownership documents as well as on 
certificates of title. 

Through the rule approved January 3, 1980, by the National High- 
way Traffic Safety Administration (NHTSA), state forms for odome- 
ter disclosure are permitted to substitute for federal forms if the state 
form contains essentially the same information (49 C.F.R. §580). An 
earlier NHTSA amendment in 1977 permits a reference to state law to 
substitute for a reference to federal law as a warning to potential vio- 
lators. These modifications mean that when a state form is substan- 
tially similar to the federal form, you automatically satisfy federal law 
when you satisfy state law. In this situation, you need to provide only 
the state odometer disclosure form. 3 
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Business Letter 


by Malcolm Forbes 


; good business lettercanget one sentence. “I want to get an 


‘ 
Vv 1 
« +¢ 


“1 NAGA 


you a job interview. interview within the next two 


Get you off the hook, weeks.” That simple. List the 

Or get you money. major points you want to get 
It’s totally asinine to blow your 4¢ross—it'll keep you on course. 

chances of getting whatever you If you’re answering a letter, 


want with a business letter that check the points that need answer- 
turns people off instead of turning _jng and keep the letter in front of 
them on. you while you write. This way, you 

The best place to learn to write | won't forget anything; that would 
is in school. If you’re still there, | cause another round of letters. 


pick your teachers’ brains. And for goodness’ sake, answer 
If not, big deal. I learned to ride promptly if you’re going to answer 

a motorcycle at 50 and fly balloons at all. Don’t sit on a letter. That 

at 52. It’s never too late to learn. invites the person on the other end 
Over 10,000 business letters to sit on whatever you want from 

come across my desk every year. him. 

They seem to fall into three 

categories: stultifying if not 


stupid, mundane (most of them), Plunge right in 
and first rate (rare). Here’s the ap- : " 
proach I’ve found that separates Call him by name—not “Dear 


the winners from the losers (most Sir, Madam, or Ms.” “Dear Mr. 

of it’s just good common sense). It Chrisanthopoulos’ —and be sure 

starts before you write your letter; to spell it right. That'll get him 
(thus, you) off to a good start. 

(Usually, you can get his name 

Know what you want just by phoning his company—or 

from a business directory in your 

If you don’t, write it down—in nearest library.) 
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Tell what your letter is about in 
s first paragraph. One or two 

ntences. Don’t keep your reader 

essing or he might file your let- 

i away—even before he finishes 
in the round file. 


If you’re answering a letter, 
fer to the date it was written, so 
reader won’t waste time hunt- 
efor it. 
People who read business letters 
e as human as thee and me. 
‘ading a letter shouldn’t be a 
wre. Reward the reader for the 


me he gives you. 


Write so he'll enjoy it 


Write the entire letter from his 

‘int of view—what’s in it for 

m2? Beat him to the draw; sur- 
e him by answering the ques- 
as and objections he might 
e. 

Be positive—he'll be more re- 

tive to what you have to say. 


Be nice. Contrary to the cliché, 
suinely nice guys most often 
sish first or very near it. I admit 
s not easy when you've got a 


fine. To be agreeable while dis- 

reeing, that’s an art. 

36 natural. Write the way you 
_[magine him sitting in front 

you. What would yousay to him? 


Business jargon too often is cold, 
and unnatural. 
Su pose I came up to you and 
‘4 “J acknowledge receipt of 
tr letter and I beg to thank you.” 
wd think, “Huh? You're putting 
Be acid test is read your letter 

loud when you're done. You 
ight get a shock, but you’ll know 
*sure if it sounds natural. _ 
You should not be cute or flip- 
nt. The reader won't take you 

iously. This doesn’t mean 
uve got to be dull. You want 
ur letter to knock ’em dead 
ther than bore ’em to death. 
Three points to remember: 
Have a sense of humor. That’s 
seshing aywhere—a nice sur- 
‘se jn a business letter. 

cific. If I tell you there’s a 

oe that could save gasoline, 
jght not believe me. But 
spose J tell you this: 
"“Gasohol”—10 percent alcohol, 


Reprinted with 


90 percent gasoline—works as 
well as straight gasoline. Since 
you can make alcohol from grain 
or corn stalks, wood or wood 
waste, coal, even garbage, it’s 
worth some real follow-through. 
Now you’ve got something to 
sink your teeth into. 
Lean heavier on nouns and 
verbs, lighter on adjectives. Use 
the active voice instead of the pas- 


Malcolm Forbes, President and 
Editor-in-Chief of Forbes Magazine 


sive. Your writing will have more 
guts. 

Which of these, for instance, is 
stronger? Active voice: “I kicked 
out my money manager.” Or, pas- 
sive voice: “My money manager 
was kicked out by me.” 


Give it the best you’ve got 


When you don’t want something 
enough to make the effort, making 
an effort is a waste. 

Make your letter look appetiz- 
ing, or you'll strike out before you 
even get to bat. Type it—on good- 
quality 8%" x 11” stationery. Keep 
it neat. And use paragraphing 
that makes it easier to read. 

Keep your letter short—to one 
page, if possible. Keep your para- 
graphs short. After all, who’s 
going to benefit if your letter is 
quick and easy to read? 

You will. 

For emphasis, underline impor- 
tant words. And sometimes indent 
sentences as well as paragraphs. 

Like this. See how well it works? 

(But save it for something spe- 

cial.) 

Make it perfect. No typos, no 
misspellings, no factual errors. If 
you're sloppy and let mistakes slip 


the permission of the International 
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Paper 


by, the person reading your letter 
will think you don’t know better or 
don’t care. Do you? 

Be crystal clear. You won’t get 
what you're after if your reader 
doesn’t get the message. 

Use good English. If you’re still 
in school, take all the English and 
writing courses you can. The way 
you write and speak can really 
help—or hurt. 

If you’re not in school (even if 
you are), get the little 71-page gem 
by Strunk & White, Elements of 
Style. It’s in paperback. It’s fun to 
read and loaded with tips on good 
English and good writing. 

Don’t put on airs. Pretense in- 
variably impresses only the pre- 
tender. 

Don’t exaggerate, even once. 
Your reader will suspect every- 
thing else you write. 

Distinguish opinions from facts. 
Your opinions may be the best in 
the world, but they’re not gospel. 
You owe it to your reader to let 
him know which is which. He’ll 
appreciate it and he’ll admire you. 
The dumbest people I know are 
those who Know It All. 

Be honest. It’!] get you further in 
the long run. If you’re not, you 
won't rest easy until you’re found 
out. (With respect to the latter, I’m 
not speaking from experience.) 

Edit ruthlessly. Somebody has 
said that words are a lot like in- 
flated money—the more of them 
that you use, the less each one of 
them is worth. Right on. Go 
through your entire letter just as 
many times as it takes. Search out 
and Annihilate all unnecessary 
unnecessary words , sentences— 
even entire paragraphs. 


Sum it up and get out 


The last paragraph should tell 
the reader exactly what you want 
him to do or what you’re going to 
do. Make it short and sweet. “May 
I have an appointment? Next 
Monday, the 16th, I'll call your 
secretary to see when it'll be most 
convenient for you.” 

Close with something simple 
like, “Sincerely.” And for heaven’s 
sake, sign legibly. The biggest ego 
trip I know is a completely illegi- 
ble signature. 

Good luck. 

I hope you get what you’re after. 


Company. 


reader from Florida re- 

cently wrote in and 

asked, “Another specific 
question is raising the base cost of 
my stock to minimize the capital 
gains bite. I inherited the stock of 
the original corporation when it 
had no value. There should be a 
way to increase my cost basis from 
zero to something more.” 

This reader’s question can be 
answered in a word, but admit- 
tedly, “Death” is a rather harsh 
remedy for any kind of a tax prob- 
lem. 

Let’s take a look at the tax law 
and the tax basis of inherited 
property. For many years, the law 
has been and still is that the basis 
of inherited property is its fair- 
market value at the date of the 
owner’s death. For example, as- 
sume that Joe Taxpayer bought 
some stock for $1,000 and at his 
death, twenty years later, it was 
worth $100,000. That stock will be 
included in his estate at a value of 
$100,000. The income tax basis of 
the stock to the new owner (Joe’s 
heir) will be that same $100,000. 
On the other hand, if Joe had 
bought some stock for $100,000 
and died twenty years later when 
it had a value of only $1,000, that 
$1,000 would be the amount in- 
cluded in his estate. The basis of 


LLB 


These columns are prepared by Blackman, Kallick @) Co., certified public accountants, under the watchful eye of Irving Blackman. Blackman, also an attorney 
and author of Winning The Tax Game, consults with businessmen around the country on the subject of taxes and profitability. Questions concerning these 


the stock for income tax purposes 
to Joe’s heir is also $1,000. 
Pending legislation could 
change these longstanding rules. 
But your author is betting the 


“To avoid paying the 
capital gains tax, 
you can take one 


of three accepted 


approaches.’’ 


rules will not be changed in the 
foreseeable future. 

Actually, the question asked by 
our Florida reader is one of the 
most significant questions asked 
by every successful owner of a 
closely held business. Why? Such a 
business owner holds stock with a 
low basis and a high value. What 
can he do to avoid paying that cap- 


columns should be addressed to Blackman, Kallick @ Co., 180 N. LaSalle St., Chicago, IL 60601. 


Irving Blackman 


vy 
, 


Your Stock’s Basis and Capital Gains. “ 


| 


ital gains tax? There are three ac- 
cepted approaches: 

1) Hold the property until the 
date of death. In the meantime, 
borrow from a bank, putting the 
appreciated property up as collat-_ 
eral. The bank loan is tax-free 
while the interest you pay on the 
loan is deductible when paid. 
Upon death, the property can be™ 
sold without any income tax con- 
sequences (its new basis will be its 
value) and be utilized to pay off the 
loan. ) 

2) Give the property to a tax- _ 
payer who is in a zero or low tax 
bracket. The advantage of such a _ 
gift is that the donee (the person 
receiving the gift) takes the prop- _ 
erty with the same basis as the 
donor (the person making the gift) 
and upon sale of the property by 
the donee, the capital gains due 
will be much less than would have 
been paid by the donor. Obviously, 
the amount of property that can be 
effectively dealt with in this man- 
ner is limited. 

3) Have your corporation go 
through some type of tax-free 
reorganization. This is a large 
complex subject, but, in general, is 
the way to go when you are dealing 
with your entire company. For 
example, it is possible to trade the 
stock of your corporation for the 


(Continued on page 51) 
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t the recent NADA _ Washington 
conference—“ISSUES ’80”—the notable 
Brookings Institute economist and former 
‘-ector of the Council on Wage and Price Stability, 
D Bosworth, addressed the participants on “The 
senda for the ’80’s.” Although Dr. Bosworth’s gen- 
4] outlook is similar to that of most economists, his 
.centation included several new insights into the 
«es of the economy’s current condition and also 
Ene possible policy prescriptions. Because of these 
asights, we feel that AE readers will benefit from a 
syiew and analysis of the presentation. 

35cworth feels there is a general consensus over 
. major problems that have to be faced in the 
1980’s. The disagreement, he says, is over the solu- 
Son. In particular, Bosworth feels that the major 
"i sblems are inflation, productivity, and dependence 
«foreign oil. Furthermore, he feels that any solution 
sapable of mitigating these problems will require 
sbstantial sacrifices on the part of the American 
sublic. For this reason, he foresees little hope of solv- 
no these problems and, therefore, little hope for real 
‘=ayth in the decade. We are more optimistic, and 
»i]] discuss below some of the reasons for the higher 
with respect to each of the three major prob- 


p jmism 


ems. 
» 


inflation 
sworth contends that the past three recessions 
, jnitiated by government in order to slow infla- 
. and that each successive recession has been less 
\acessful in that endeavor. There is no argument 
I t the most recent recession provided little respite 
a jnflationary pressures. We contend, however, 
F oe the past recession was not summoned forth by 
‘ ynmental edict, but was, in fact, made inevitable 
¢ th a inflationary forces present at the time. The 
» tic credit restraint program initiated last March 
| oe Federal Reserve Board was necessitated by the 
3 sos in the bond market and the near catastrophic 
=° se of the dollar overseas. The resulting drop in 
: ney stock lasted only two months. Then the 
_™ supply started growing at ever increasing 
Be and it grew at an exorbitant rate of 16 percent 
’ the last quarter. Clearly, the one solution to 
¢ion—sustained monetary restraint, combined 
a prudent fiscal policy—has not been tried during 


er rs ein 


¥ 


his colu 
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the current business cycle. We feel such a policy 
should be tried before giving up hope and concluding, 
as Bosworth does, that wage-price controls must first 
be imposed to break inflationary expectations. 


Productivity 


Bosworth addressed the serious decline in the rate 
of productivity growth that the U.S. has experienced 
over the past 30 years. The U.S. has, in fact, experi- 
enced a negative rate of productivity growth for the 
past two years and Bosworth expects a further de- | 
cline in 1981. And his projections for the ’80s as a 
whole are similarly dismal. He rightly contends that 
the consequences of this decline will become much 
more serious in the ’80s. In the Seventies, the U.S. 
was able to postpone much of the effect of this prod- 
uctivity problem through a shift to dual-income 
families and by a decline in defense spending. 
Neither of these options will be available in the ’80s. 
We believe the prospect for productivity growth in 
the Eighties is not gloomy to the point of hopeless- 
ness. It will, however, take a commitment on the part 
of government through fiscal and monetary policies 
to increase the capital/labor ratio. Fortunately, the 
effects of the other factors which have slowed prod- 
uctivity in the past, such as characteristics of the 
work force, government regulations, and shifts in in- 
dustry composition, have already pretty much run 
their course. 

Energy 


Bosworth feels gasoline prices are in a temporary 
low because refiners and retailers have reduced their 
margins. He expects prices will increase at a rate of 
20 percent per year for the next couple of years. 

On the positive side, he feels that total U.S. energy 
consumption and oil imports have both peaked. 
Nevertheless, he feels that in order to further reduce 
our nation’s vulnerability to unstable sources of 
energy, we need to ration or put an excise tax on 
gasoline. 

We believe that an effective energy conservation 
program cannot be directed solely at gasoline usage. 
Furthermore, we believe that the 20 percent annual 
price increases projected by Bosworth approach the 
limit that the economy can withstand. A major new 
tax on gasoline would be too much of a shock to an 
already fragile economy. v7 


n is prepared by the Economic Analysis Dept. of the National Automobile Dealers Association. For further information or questions concerning the 
Boing in this space, write: Economic Outlook, Economic Analysis Dept., 8400 Westpark Dr., McLean, VA 22102 
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EMPLOYEE 
| JUST MIGHT BE 
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O imum. 


ave Bennett is a new car 
| salesman at a large metro 
dealership on the East 
.ct and he lives very, very well. 
his extravagant life style isn’t 
yzether the result of commis- 
.¢ and salary earned from his 
tly better-than-average sales 
formance. You see, Dave Ben- 
t is also a crook. 
very so often, a sold customer 
= to make out a check for sev- 
] hundred—maybe even a 
seand—dollars as a deposit on 
new car. That’s just fine with 
e, and sometimes he'll tell the 
y buyer not to bother himself 
, filling in the “pay to” line on 
check. 
Just leave it blank,” Dave 
Ant affably tell his customer. 
“ye got a rubber stamp for that 


90S8e. 
bh s true: the dealership does 
sed have a rubber stamp for 
urpose, but occasionally the 
np never finds its way onto 
acks from Dave’s customers. In- 
stead, the name of David W. Ben- 
oes in the “pay to” space. 
ifter the check is cashed, our 
high-living salesman is all ready 
‘9 buy himself a new suit, a video 
recorder or, maybe, just have 
ome extra cash for anice weekend 
‘rip with the pretty tag-and-title 
Jerk in the business office. 
So far, the dealer hasn't found 
ut about Dave's little skam be- 
suse Mr. Bennett carefully covers 
simself by creating a vehicle re- 
‘*iyable in the customer's name 
or the same amount as the check. 
Dave’s style of blatant embez- 
Jement would simply infuriate a 
cay such as Hershel Usery. Her- 
the] is the service manager of a 
mall Southern dealership, and 
he’s definitely an honest man. As 
ras he’s concerned, there’s noth- 
ong with fixing his personal 
n the service department and 
sing it off on warranty claim 
nair orders. 
Then there’s lovely Dottie 
_ She’s the rental depart- 
a clerk at a California deal- 
—:. and she always impresses 
oe. winging single friends by 
jer a » different flashy late- 
“adel car every weekend. 


AR 


ri 


Of course, the new cars Dottie 
drives are daily rental units and of 
course, Dottie never pays for their 
use. She covers her “borrowing” 
activities by making up a rental 
contract each Friday just in case 
the department holds an inven- 
tory of its units over the weekend. 

Early each Monday morning, 
Dotty returns her borrowed unit to 
its appropriate stall, rips up the 
contract which she kept in her 
desk, and nobody’s the wiser, 

These are just three ways auto 
dealerships around the country 
are shortchanged by their 
employees in money, services and 
supplies. The examples cited are 
based on actual case histories, but 
ficticious names have been used. 

Although these are sad in- 
dictments of employee honesty, 
even sadder is the fact that they 
are not isolated cases. A recent ar- 
ticle in U.S. News & World Report 
magazine sets the drain of so- 
called white-collar crime against 
business at approximately $40 bil- 
lion a year. Insurance statistics 
show that 30 percent of all busi- 
ness failures are the direct result 
of internal theft. 

Looking specifically at the auto 
retail industry, a recent five-year 
study by National Sales Audit in- 
dicated no less than 80 percent of 
all dealership employees stole 
something from their job. This 
ranged all the way from a ball- 
point pen to tens of thousands of 
dollars in hard cash. In fact, the 
survey showed 20 percent of those 
who handled cash in a dealership 
kept some of it. 

These disconcerting figures 
aren't likely to get better as time 
goes by, either. According to a 
large accounting firm that works 
closely with automobile and truck 
dealers, the statistics are getting 
worse. 

“As money gets tighter,” a 
spokesman for the firm said, 
“employee theft increases.” In case 
you haven’t noticed it, money is 
tighter. 

Protecting company assets from 
this growing employee crime wave 
is not a simple task, because 
white-collar criminals have shown 
themselves to be an ingenious lot. 


"it seems you’ve done better business than your bank account would indicate, maybe you 
e. Employee fraud and theft is rampant. However, a sound accounting system with tight 
ernal control can be instrumental in keeping this particularly damaging crime to a 


A private New York investigating 
agency has come up with a list of 
415 different ways that employees 
have stolen from their employers. 
It’s reasonable to suspect there are 
even more. 

Because of the diversity and ad- 
roitness of inter-company crooks, 
dealers should not depend on their 
routine auditing procedures as 
their sole defense against internal 
fraud and pilferage. A statement 
by the American Institute of Cer- 
tified Public Accountants has 
pointed out that an auditor’s ex- 
amination generally is based on 
the concept of “selective testing” 
and is subject to “the inherent risk 
that material errors or irregu- 
larities, if they exist, will not be 
detected.” To prevent and detect 
fraud, reliance should be placed 
principally upon an adequate ac- 
counting system with appropriate 
internal control, the AICPA went 


on to say. ; 
And just what should be consid- 


ered appropriate internal control? 
As far as we know, nobody has yet 
come up with a control system 
“appropriate” enough to com- 
pletely eliminate employee theft. 
There are, however, proven 
methods that can help keep inter- 
nally created losses to a minimum. 
One person who knows a lot about 
such methods is Jerry Thacker. 
Thacker is a certified public ac- 
countant with the West Coast 
CPA firm of Main, Hurdman & 
Cranstoun. He’s been involved 
with automotive dealership ac- 
counting for more than 30 years 
and heads up a staff that works 
with approximately 400 car and 
truck dealers around the nation. 
Thacker frequently speaks at 
NADA and ATD meetings on the 
subject of internal financial con- 
trol and has assisted in the prepa- 
ration of an NADA management 
guide on the same topic. 
According to Jerry Thacker, a 
dealer’s program of internal fi- 
nancial control should have four 
main objectives. It should: (1) 
safeguard assets; (2) check accu- 
racy and reliability of accounting; 
(3) promote operational efficiency; 
and (4) encourage adherence to 
Continued on page 24) 
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A tax deductible 
way to do a world 
of good for 
mankind and for 
the industry 


ION-_ 


urrently, there are five new 

car dealers in the country 

who are ‘“‘Champion- 
Challengers”. Each is an out- 
standing dealer who has decided to 
participate in a program which 
will perpetually provide emer- 
gency medical training equipment 
to help save lives, and educational 
aids to help promote the private 
enterprise system. 

These dealers recognize, as do 
other contributors to the National 
Automobile Dealers Charitable 
Foundation, the many blessings 
which have been theirs as auto- 
mobile and truck dealers. Joining 
with their fellow dealers in the 
Foundation’s programs is, for 
them, a unified expression of ap- 
preciation for these blessings. 

The “Champion-Challenger” 
Program is the brainchild of Ken- 
neth C.Kent, a Chevrolet dealer in 


Kenneth C. Kent 
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C. Ed Flandro 


Evansville, Ind. Mr. Kent has a 
long history of serving through his 
dealer associations, Chambers of 
Commerce, and civic clubs at local, 
state, and national levels. He is 
the present Chairman of the Board 
of Trustees of the National Auto- 
mobile Dealers Retirement Trust, 
and he is also Treasurer of the 
Foundation. 

“A Foundation, such as the Na- 
tional Automobile Dealers 
Charitable Foundation,” he says, 
“will best serve when it has over 
$1 million in reserve. A Founda- 
tion really starts growing when it 
reaches the million-dollar mark. 

“The earnings on that amount of 
money would provide funds for 
substantial grants in every state 
of the unionevery year. The impact 
could be unbelievable.” 

Mr. Kent is well-known for his 
ability to invest money wisely and 
to turn figures into activities- 
producing profits. For the Founda- 


a 
*® MOTORS 
INSURANCE 
CORPORATION 


MIC is the Driving Force in Automotive Insurance 


otors Insurance Corporation, the insurance people 
5m General Motors, is the Driving Force that can help 
dealers stay out in front in the 80's. Out front through 
roduct variety, innovation, outstanding service, and 
sining leadership that spell profit opportunity 
and more satisfied customers. MIC and its subsidiaries 
provide leadership in marketing a comprehensive 
ine of insurance products and services in most states: 
- physical damage coverages 
Mechanical repair protection 
redit life insurance 
aS ecial fleet and dealership plans. 
Putting the Driving Force to work for you is a sure way 
ip improve profits through: 
= Greater commission Income 
s increased service and parts sales potential 
= Higher utilization of rental cars 
The Driving Force is Leadership in 
Physical Damage Insurance. 
by paying top commissions, MIC'’s physical damage 
insurance is a solid profit generator. It also represents 
sutstanding value and convenience to your customers. 
The Driving Force is Superior 
Mechanical Repair Protection. 
MIC's mechanical repair protection plans for used 
rs — the Used Car Works — help generate top prices 
z ur used cars, increase service and parts business 
tial, and help boost your F&I income. 


poten ne Driving Force is Credit Life and 
Disability Insurance. 
In most states MIC Life offers your finance customers 


ayment protection plans backed by the 


The Driving Force is Flexible Customer 
Payment Options. 
With MIC your customers have a wide choice of 
payment options included with the car's financing or 
through one of MIC'’s flexible time payment plans. 
The Driving Force is One of the 
World’s Largest Claims Organizations. 
GM dealers throughout the U.S.and Canada, one of 
the world’s largest field organizations — over 13,000 
strong — act as claims centers for every MIC policy 
you sell. They complement MIC's 115 strategically 
located offices. 
The Driving Force is Leadership in 
Training Programs. 

Specially designed MIC training programs for F&| 
management are available to GM dealer personnel. 
The Driving Force is Merchandising and 
Advertising Support. 

MIC provides you with the kind of advertising and 
sales promotion support that builds customer interest. 
The Driving Force is Innovation. 

MIC is responding to challenges of the automotive 
marketplace by taking a fresh look at all automobile 
insurance products. When change is made, look to 
the Driving Force for leadership. 

Insurance is a profit center for your dealership. So get 
in touch with MIC, the insurance people from General 
Motors, and let them help you develop its full potential. 
Put the Driving Force of MIC’s national organization 
behind you. Then see how much better the road 
ahead can look. 


carp 

Trance people from General Motors —areassuring . 

Ret tor your buyers. morons 
nsurance 


The Insurance People From General Motors 
New York, N.Y.10153 
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Art Kenny 


tion, he devised a formula that 
calls for one hundred dealers to 
give $10,000 each. He believes 
that when dealers and friends of 
the industry realize the potential 
and perpetual good the Founda- 
tion can do, one hundred donors 
will provide the million dollars, 

To initiate the program, Mr. 
Kent contributed $10,000 to the 
Foundation and challenged others 
to follow his lead. 

Four dealers—C, Ed Flandro, a 
Ford dealer in Pocatello, Idaho; 
Art Kenny, a Chevrolet dealer in 
Vallejo, Calif.; Charles A. Bott, a 
Toyota-Mazda dealer in Philadel- 
phia, Pa.; and Richard V. Lynch, a 
Buick dealer in Chicago, Il].— 
accepted Kenny’s “challenge” and 
agreed to contribute $10,000 each 
before the end of 1980. 

Mr. Flandro was President of 
NADA in 1964. Several years be- 
fore that, he had been selected for 
the highest honor of the National 
Brand Names Foundation for out- 
standing service to the industry, 
his community, and his state. 


Mr. Kenny has been a Chevrolet 
dealer for over thirty-five years 
and before that was with GMAC. 
Kenny has served as President of 
the Northern California New Car 
Dealers Association, as an NADA 
Director, and has held numerous 
offices at the community level. 

Mr. Lynch is a Past President of 
the Chicago Automobile Trades 
Association and is also a former 
Director of NADA. He has been 
extremely active in dealer associa- 
tion work for many years. 

Mr. Bott is well-known in East- 
ern Pennsylvania, having served 


in many capacities in the Phil- 
adelphia Automobile Dealers As- 
sociation. He also has a long and 
distinguished record of service in 
civic and other community ac- 
tivities. 

Dealers willing to accept Mr. 
Kent’s challenge and become 
“Champion-Challengers” them- 
selves will find it less difficult 
than they might imagine to con- 
tribute the $10,000. Since the Na- 
tional Automobile Dealers 
Charitable Foundation is ap- 
proved by the U.S. Internal Reve- 
nue Service, the contribution is 
fully tax deductible. 

If a dealer wishes, he can con- 
tribute $5,000 in 1980 and the ad- 
ditional $5,000 in 1981. 

Also, if he wishes to take a 
slightly different route, his giving 
can have some side benefits. Con- 
sider a stock you purchased ten or 
twenty years ago for $2,000 that 
now has a current market value of 
$10,000. This stock can be con- 
tributed at its market value to the 
Charitable Foundation and a tax 
deduction can be taken at that 
value as a business or personal 
(whichever it may be) expense or 
contribution. 

If the stock were sold, capital 
gains taxes would have to be paid 
on the $8,000 difference. 

The accountant making this 
suggestion noted that many peo- 
ple have old stock certificates 
which should be disposed of as a 
part of estate planning. 

He said many dealers have as- 
sets which should be converted 
and, in many cases, could be pain- 


Charles A. Bott 
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lessly contributed to worthy 
causes. 

In setting forth the “Cham- 
pion-Challenger” Program, Mr. 
Kent said, “In this world where 
cohesion and unanimity are sadly 
lacking, it is refreshing to partici- 
pate in a charity that singularly 
involves dealers and friends of the 
automotive industry who are dedi- 
cated to give, as a body, to the 
Foundation. 


Richard V. Lynch 


“We are as one in promoting 
emergency medical services and in 
teaching the virtues of the private 
enterprise system. Both have a di- 
rect and important relationship to 
the automotive industry. Our sup- 
port will help us as a group as it 
helps the recipients of Foundation 
grants.” 

The Board of Trustees of the 
Foundation has decided that the 
interest earned on the contribu- 
tions of the ““Champion-Chal- 
lengers” will be used for grants in 
the states and areas from which 
the ‘““Champion-Challengers” 
come. This policy will be in effect 
until one hundred have been en- 
rolled in the program. 

Foundation officials urge pro- 
spective “Champion-Challengers” 
to enroll in the special program 
prior to the end of the year to take 
advantage of the tax benefits in 
1980. They add that the con- 
tributor need only send in a check 
or stock certificate and indicate by 
letter that he accepts Mr.Kent’s 
challenge to become a “Cham- 
pion-Challenger”’. 

Those with questions can obtain 
answers by calling 703-821-7111. 


“Thanks...” 


...to The Associates for understanding our problems. 
They never let us down.9? 


Ed Katz 
Central Motor Co., Springfield, VA 
GMC and Kenworth 
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“like most truck dealers, we have our peaks 

and valleys. Some months are great—others not 

so great. That's why we like doing business with 

The Associates. They’re with us all the time. 
Sure, we have lots of financing sources, but 


the Associates are most sensitive to our needs 
_and they look at deals the same way we do! a 
Today, we're one of the Eastern seaboard’s vue 

largest truck dealers; the people from ASSOCIATES 


The Associates helped us get there.” 


The Associates 
Truck/Trailer Financing & Leasing 
55 East Monroe Street 
Chicago, IL 60603 
Call toll-free 800-621-5226 
In Illinois, call collect (312) 781-5800 
40 offices to serve the transportation 
industry 


Associates Corporation of North America, 
® aGulf + western Company. 


The Associates: People Worth Knowing 


Sa ZI he ee? 


ig 8 
the magazine for your covering the working Remember, © a 
business. Itis a centers of a typical working tool for Vine 
management tool to be dealership. AZ managers and yO" 1, 
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‘ach year thousands upon thousands of 
dollars are spent on layout, design, 
merchandising and promotion 
for the NADA Convention and 


Make sure 


4 hd 
=m *L 


yO 


Expositi 


On. 


ee 


and effort in your advertising. 


\ 
" NADA Convention & Exposition is considered a 
lie of the year for the Automotive industry and its 
dee * This year, thousands of dealers and managers 
| "end upon the city of Los Angeles to learn more 
jy ‘Proving the quality of their business. 
; What they come to see is what's new in the 
jin 2Ce. Consequently, every exhibitor will try and 
) Mick, out shout, and out attract every other exhibi- 
. ve that potential client's attention. 
iis, "Ely on the state of your booth to get a customer 
‘thro, Why not trust his state of mind and reach him 
i, “Gh the pages of Automotive Executive? 

©, advertising in the December Pre-Convention 


December Pre-Convention Issue 


Closing — October 20 
Materials — November 5 


LE 


aufomotive 
executive 


issue and the widely distributed February Convention 
issue, is the best way we know of to assure you that you're 
reaching a serious decision maker with your product 
message in his own environment. We bring the dealer in- 
formation in these two important issues the way no other 
publication can because AE speaks to all NADA members 
from NADA headquarters about Los Angeles '81. (And a 
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prescribed managerial policies. 

Development of a dealership 
program for internal control does 
not necessarily mean that a 
wholesale revamping of existing 
personnel and policies must be ac- 
complished. But that depends on 
an individual dealership’s current 
accounting and control proce- 
dures. 


*‘All checks submitted 
for signature should be 
documented with 
invoices.”’ 


“Analysis of your organization 
for weaknesses in controls can 
lead to minor changes which may 
save substantial risk,” Thacker 
tells dealers. “Spot checks of cash, 
checks, the mail, and dealership 
cash documents can raise ques- 
tions which deserve further inves- 
tigation and which may uncover 
problems in your dealership.” 

The adoption of an internal con- 
trol system—no matter how major 
or minor the changes may be— 
should not be kept secret from 
employees, the CPA says. Its exis- 
tence, in fact, should be well 
known throughout the dealership. 

“The mere awareness that 
internal controls are in effect will 
discourage a good amount of defal- 
cation,” says Thacker. 

He suggests that dealers should, 
at unscheduled intervals, select 
one of their control tests and per- 
form it while letting employees 
know what is being done. Natu- 
rally, irregularities that are un- 
covered should be investigated. 

“These spot checks may detect a 
problem,” Thacker says, “but they 
will also definitely show that you 
intend to keep close control of your 
dealership assets. Control, inves- 
tigation and detection are a 
dealer’s weapons in this ‘psycho- 
logical warfare’.” 

How often a dealer holds unan- 
nounced spot checks isn’t really 
important, says the veteran ac- 
counting executive. “If you don’t 
do it but once a week, it doesn’t 
matter,” Thacker contends. “As 
long as employees aren’t able to 
figure out exactly when you’re 
going to do them, spot checks can 
be effective—so you don’t want to 


get into the habit of pulling them, 
say, every Friday.” 

What area of the dealership is 
the best place to start when in- 
stituting a program of internal 
control? Many dealers assume 
that making sure they’re hiring 
only trustworthy employees is the 
answer. To accomplish that end, 
some dealers are turning to poly- 
graph or “lie detector” testing for 
prospective employees and even 
for old-timers who have been with 
the dealership for years. 

Auto dealers are not alone in 
using polygraph tests to screen out 
potentially sticky-fingered work- 
ers. A 1978 article in Business 
Week magazine reported the use of 
polygraph machines in businesses 
of all sizes and types has grown by 
leaps and bounds across the 
United States. 

“Operators of the machines re- 
port that as much as 90 percent of 
their business now comes from 
corporate clients, and in many 
cases, their volume has doubled 
within the past five years,” the ar- 
ticle stated. 

The use of lie detector testing, 
however, carries a price tag some 
dealers may not be willing to 
accpt. It’s a price that manifests it- 
self not only in terms of money 
spent to have the tests conducted, 
but also in terms of employee irri- 
tation and dissatisfaction. In addi- 
tion, there are rumblings from 
unions, civil rights groups, and 
even Congress that may portend 
restrictions on polygraph screen- 
ing in the near future. 

A much cheaper, simpler and 
less irritating method of selecting 
trustworthy employees is the 
thorough background check, run 
before the applicant is hired. As 
obvious as this solution may seem, 
Jerry Thacker seems to think 
there are far too may dealers who 
don’t practice it. As an example, he 
cites the following case history 
from his files: 

An applicant for the position of 
office manager listed two reputable 
out-of-town dealers as former em- 
ployers and references. On the 
basis of the application, he was 
hired and placed in charge of the 
dealership office. No check of 
employment history or references 
was made. 

In the first 60 days of employ- 
ment, he successfully ac- 
complished substantial thefts from 
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dealership cash and from the sale 

of improperly billed parts for his 

personal gain. A later check of hig 
application after the discovery of 
the thefts disclosed he had been 
discharged from the first 
dealership listed for dishonesty, 
and that the second one listed had 
refused to hire him. 

A check of references prior to 
making the decision to hire this in- 
dividual would have saved the 
dealership a substantial loss. An 
application to a bonding company 
could also have accomplished the 
same result. 

To avoid situations such as the 
one just cited, Thacker strongly 
recommends that the following 
steps be taken before hiring any 
dealership employee: 

e Require an application from 
all prospective employees. | 

e Check work history. 


| 
© Check references. i 
e File a bonding application. | 
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e Run a credit report on all ap- 
plicants. 

e Check driving records of all 
applicants with the Department of 
Motor Vehicles. 

But even hiring the most 
credible workers is no panacea for 


enough to do that.” 

In other words, trusted 
employees usually are the only 
ones in a position where they have 
the opportunity to steal from the 
dealership. It seems clear, then, 
that one vitally important way to 
reduce employee theft is to remove 
as many of these opportunities as 
possible ees 


“Spot checks may detect checks may detect 
a problem, but they will 
also show you intend to 
keep close control of 
your assets.’’ 


If a dealer knows what he or she 
is looking for, a careful examina. 
tion of dealership accounting pro- 
cedures can often reveal areas 
where such organizational weak. 
nesses exist. One of the most com- 
mon weaknesses of which an 


embezzlement and fraud. As 
Thacker reminds dealers, “You 
must remember. . . only the peo- 
ple you trust can steal from you, 
The rest you don’t let get close 
employee can take advantage is = 


America’s most valuable resource 
isn't oil. 

It's not gold. 

It's people. People working. 

If you run a business, there's a new 
program run by local private business 
and backed by the government. 

It can provide you with a new, 
prescreened labor pool of work-ready j | 
individuals. And either help you pay to 
train them or offer you substantial 
tax credits. 

There is one thing you have to give. 

A job. To someone’s who's itching to 
work, but who has never been given 
the chance. 

It's the safest investment you'll ever 


It makes good business sense. 


A PUBLIC SERVICE 
Ad OF THIS MAGAZINE AND 
DUKA THE ADVERTISING COUNCIL. 


For more information, call your local National Alliance of Business or call toll-free 800-424-8800. 


situation where a “lapping”’ 
scheme can be worked. Such a 
weakness exists whenever an of- 
fice cashier also has the responsi- 
bility for opening the mail or list- 
ing checks received. 

“In this situation,” explains 
Thacker, “the person opening the 
mail takes a check and drops it in 
the cash box and then takes out 
the amount of cash designated on 
the check. Everything still bal- 
ances, but you now have acheck in 
the box that hasn’t gone through 
the books. 

“If the check is for a customer’s 
payment—on a receivable, for 
instance—the individual doing 
the lapping has to keep a separate 
set of books. He has to keep a re- 
cord of who was shorted. If he con- 
trols the sending out of accounts- 
receivable statements, he won’t 
have a big problem. He just won’t 
send that customer a statement. 

“If, however, he doesn’t contrv 
the statements, it means that on 
the day statements are sent out, 
he'll have to short someone else 
that day to make up for the ones he 
shorted previously.” 

Due to the complexity of such a 
scheme and the necessity for a 
complicated set of books, the cul- 
prit ordinarily will be tripped up 
in the long run, says Thacker, but 
usually not before $5,000 to 
$10,000 has been ripped off. 

Dealerships can safeguard 
against this form of embezzlement 
by allowing only the dealer or gen- 
eral manager to open mail, by 
making certain that checks are 
listed only by employees who have 
no access to cash, and by pulling 
spot comparisons of payments 
against accounts receivable. 

Lapping can also take place 
when the accounts receivable 
bookkeeper is additionally re- 
sponsible for mailing out 
statements. Payments can easily 
be stolen and covered with later 
payments by individuals in this 
position. 

This weakness can be controlled 
by insisting that statements show 
the outstanding balance and that 
they be mailed to every customer 
each month; by rotating the re- 
sponsibility for preparing and 
mailing statements, and by insur- 
ing the accounts receivable book- 
keeper has no access to cash. These 
control procedures also will pre- 
vent the bookkeeper from helping 


out friends and relatives by hedg- 
ing on their statements and carry- 
ing balances on other customers’ 
accounts. 


“Ts your bookkeeper ina 
position to write checks 
to ficticious payees, cash 
them and destroy them?’ 


There are a number of other 
areas where weaknesses in cash 
handling practices can lead to 
dealership losses. Here are some of 
the most common situations that 
should flash a warning signal to a 
dealer: 

e The cashier also keeps the 
daily sales summary, accounts re- 
ceivable, or cash receipts journal. 
With these duties, a cashier has 
the opportunity to alter account- 
ing records to cover theft of cash or 
checks. To shore up this weak spot, 
it’s recommended the dealership 
separate these functions where 
possible; spot-check sales sum- 
mary, accounts receivable, and 
cash receipts against source 
documents in each department; 
allow no person who handles cash 
to have access to the records which 
account for it; and identify all 
checks for proper accounts in the 
office—do not route them to 
cashiers or departments. 

e The cash disbursements book- 
keeper is the same person who 
opens mail or accounts for incom- 
ing checks. It isn’t difficult for a 
CD bookkeeper with these collat- 
eral duties to intentionally over- 
pay an account, request a refund, 
and then pocket the money re- 
turned. To remedy this situation, a 
dealer should require that all 
checks submitted for signature be 
documented with invoices, and 
keep tight control on listed checks 
and test them against proper ac- 
counts to see that all funds are 
properly credited. 

e The cash disbursements book- 
keeper is the same person who bal- 
ances checking accounts. Under 
these conditions, the bookkeeper 
is in a position to write checks to 
fictitious payees, cash them and 
destroy the checks when returned 
by the bank. Also, checks can be 
converted to cashier’s checks at 
the bank and then cashed by the 
bookkeeper and never accounted 
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for. How do you protect against 
this scenario? Make sure all can- 
celled checks are accounted for; 
trace checks not returned by bank; 
and instruct the bank not to draw 
cashier’s checks from dealership 
checks without specific personal 
approval from the dealer. 

e Service cashier is the same 
person who checks off accountable 
documents. Theft of payments can 
be covered by simply checking off 
repair orders as paid and then de- 
stroying the repair order. Guard 
against this by insisting that no 
one who handles ROs, parts tick- 
ets, etc. for payment is allowed to 
check them off. 

e Service cashier is the same 
person who compares source- 
documents detail to sales sum- 
maries. Changes in source docu- 
ments or the sales summary can be 
used to mask theft of cash. Head 
this situation off by separating 
these functions, by spot-checking 
source documents against sum- 
maries, and by using a cash regis- 
ter which imprints sales totals on 
source documents and also on a 
running tape to avoid alteration. 

¢ The person who prepares 
checks is the same person who 
mails them out. The problem here 
is that an employee with this dual 
responsibility can alter checks 
after they have been signed by an 
authorized person. A dealer can 
reduce the chance of this happen- 
ing by not allowing a person whe 
prepares checks to have access to 
them after signature, or by having 
the checks being submitted for 
signature accompanied by en- 
velopes and mailed directly from 
that point. 

© The person responsible for de- 
livering payment to the bank is the 
same person who totals cash, bal- 
ances source documents, records 
purchases, or keeps the cash re- 
ceipts journal. Thefts from bank 
deposits can be covered by altera- 
tions in these other activities. 
Deter such practices by spot- 
checking the cash receipts journal, 
repair orders, parts tickets, other 
source documents, and the actual 
prices of the purchases. Always 
use a locking bank deposit bag and 
see that your deliverer has no ac- 
cess to the key. 

It is realized that all the above 
precautionary measures aren’t 
feasible at all dealerships, espe- 

—————_ 
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a cially small stores with limited 
staffs. When these steps are not 
realistic, the dealer should at least 
be aware that such potential 
danger zones exist and carefully 
check them out without notice to 
the employee. 

No matter how large or small a 
dealership may be, a dealer can 
use his or her financial statement 
as an important tool for sniffing 
out areas where employee dishon- 
esty may be tapping the business’ 
life blood. When analyzing the fi- 
nancial statement, a dealer should 
look carefully for figures that don’t 
ring true. Are there operating 
profit results or cash flow prob- 
lems which can’t be explained? 
Are there month-to-month 


changes which can’t be explained 
or seem excessive? If so, the finan- 
cial statement will point toward 
such irregularities. 


And how could a dealer have 
prevented or detected the dishon- 
est activities of our three friends 
mentioned at the beginning of this 
article? You remember, Dave the 
fast-living salesman, Hershel the 
straight-arrow service manager, 
and Dottie who likes to drive 
rental cars on the weekend. 


In Dave’s case, his check- 
snatching skam might have been 
thwarted with closer control of re- 
ceivables. One control that might 
well have worked here is a 
dealership policy requiring man- 


a 


agement approval of all vehicle re- 
ceivables. In addition, the cus- 
tomer, in the case of a real vehicle 
receivable, should be required to 
execute a promissory note in favor 
of the dealership for the amount of 
the receivable. 


Hershel would probably have 
thought twice about repairing his 
auto and charging it off on war- 
ranty claim repair orders if he 
knew the dealership made 
periodic reviews of outstanding 
warranty claims. 


And lovely Dottie? Her little 
scheme would have been uncov- 
ered early in the game by a simple 
check-off of contract forms by the 
office manager. 


HOW DOES YOUR INTERNAL SECURITY STACK UP? 


The following checklist, compiled 
by the NADA Business Manage- 
ment Committee, has been pre- 
pared to assist automobile and 
truck dealers in developing a com- 
prehensive system of internal fi- 
nancial control. The list also may 
be valuable in examining an exist- 
ing program for potential trouble 
spots. How many of the practices 
listed below are strictly observed 
in your dealership? If your system 
enforces all—or almost all—of 
them, you should have an effective 
(but not foolproof) program work- 
ing for you. If you are deficient in a 
number of these areas, you may 
well be contributing to a “profit- 
sharing” plan you don’t know 
about. 

Dealership Income 
O All monies received should be 
receipted and deposited to the 
dealership bank account. No ex- 
penditures should be made di- 
rectly from these funds. Receipts 
should be numbered and kept on 
file. 
O All checks should be stamped 
“FOR DEPOSIT ONLY” with the 
dealership name as soon as they 
arrive. 
O Check cashing should be dis- 
couraged. However, when neces- 
sary, the check being cashed 
should be stamped on the back 
with the following form and filled 
out by the cashee: Date 
Received $ 
Ghethk dated: (oaths Se. 
Manes 25 aoe er 
O After-hours receipt of cash and 
checks should be handled from a 


in cash for 


separate receipt book; the person 
responsible for this book should be 
required to account for all monies 
received and all numbered re- 
ceipts as soon as the dealership of- 
fice reopens. 

O Receipts should be cross- 
referenced to the receivable being 
paid. 

© Only one person should have 
access to each cash drawer and 
strict accountability should be 
maintained. 

OC Receipts, pre-numbered, should 
be given by anyone who receives 
cash in any department. Cash re- 
ceipts should be the responsibility 
of as few people as possible and 
these people should be held ac- 
countable for receipt books issued 
to them. 

© All checks received in the mail, 
for whatever purpose, should be 
listed as they arrive. 

QO All transfers of cash within the 
dealership should be documented 
with internal receipts. 

0 All cashiers should be required 
to match source documents with 
cash received and to identify all 
checks before being relieved. 

© Put a sign above cashier’s win- 
dow saying, “Ask For Your Re- 
ceipt.” 

O Insist that managers accept 
“cash only” from other employees 
so that two people are aware of the 
receipt. 


Disbursements 


O) Limit petty cash to those pur- 
chases where a purchase order is 
not possible. Require receipts and 


set a reasonable limit on dollar ex- 
penditures from this fund. 

O Disbursements by check should 
be handled according to clear ap- 
proval procedures. Supporting re- 
ceipts or invoices should be re- 
viewed. The nature of the ex- 
penditure should be noted on the 
check. 

O All refunds should be docu- 
mented and cross-referenced to 
the original sale document. They 
should be signed by the customer 
and by the department manager 
authorizing the refund. 

0 All petty cash vouchers should 
be signed by dealer when fund is 
reimbursed. 

O Limit signature power. The 
dealer should sign checks when 
possible. Two signatures should be 
required if the dealer cannot sign. 
OC Supporting invoices should be 
reviewed before signature goes on 
check. All expenses should be 
charged to a specific account. Na- 
ture of expense should be noted on 
check. 

© Use a check protector. 

€ No check should ever be signed 
unless complete and supported. 
Blank checks should never be 
signed. 

€ Separate series of checks should 
always be used for payroll pur- 
poses. General disbursements 
checks should never be used for 
payroll. 

0) Payroll checks should be dis- 
tributed by the dealer himself 
whenever possible. 


1 Cancelled checks should be filed 
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The National Automobile Dealers Insurance Trust (NADIT) is celebrating the beginning of its 25th 
Anniversary. NADIT was founded in 1956 for the purpose of providing NADA members, their 
employees and families with high quality, low cost life and accident insurance coverage. 


NADIT was founded with one participant and assets of $100. Today, there are over 29,000 participants 
with assets exceeding $9 million. Term life insurance coverage currently in force amounts to $919 mil- 
lion, and accidental death and dismemberment coverage amounts to $398 million. 
* NADIT provides the following insurance programs: 
Franchised Life Plan — Up to $250,000 coverage for Dealers and 
Up to $125,000 coverage for their Spouses 


Executive Life Plan — Up to $100,000 coverage for Dealers 
Coverage is also available for Employees and Dependents 


Personal Accident Plan — Up to $200,000 coverage for Dealers 
Coverage is also available for Employees and Dependents 


NADIT is proud to be able to offer NADA members quality insurance products at favorable group 
rates. To participating dealers we would like to say, “thank you for making our first 25 years a suc- 
cess’: To non-participating members, we say, ‘let us compare your existing plan to NADIT’s —we think 
you ll be surprised by our benefits and rates”. 


' NADIT Plans are administered by the National Automotive Insurance & Service Agency, Inc. 
(NAISA). 
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NADIT’s 254 7taniverrary 


NAISA, 8400 Westpark Drive, McLean, Virginia 22102, (703) 821-7265 


Please contact me about the above NADIT Plans: 


Name and Title 
Dealership 
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with bank statements. This will 
facilitate auditing. 


O Instruct your bank not to con- 
vert dealership checks into 
cashier’s checks without your per- 
sonal approval. 


Receivables 


OC Keep an up-to-date aged analy- 
sis of all receivables. 

© Keep records of collection ac- 
tivities on delinquent accounts. 

0 Use credit cards wherever pos- 
sible to reduce receivables and 
risk of loss. 

OC Approve all write-offs person- 
ally—do not let employees write 
off receivables. 


0 Insure that account statements 
are mailed to every customer un- 


less “No Statement” status is ap- 
proved by dealer personally. 

OC) Require quarterly reports from 
collection agencies including ef- 
forts made and results obtained. 
O Use one account card for each 
customer—do not group them. 
This will allow a quick check of 
payment history. Bad checks, etc. 
should be noted on this card. 

O Dealer should periodically re- 
view all accounts receivable with 
bookkeeper. 


Account Reconciliation 


C) See that small clearing ac- 
counts are kept current, e.g., 
licenses and titles, insurance pay- 
ables, vehicle payoffs, accruals. 

O Be certain that tax accounts 
balance to zero at least quarterly. 
Failure to control this runs serious 
risk of audits and penalties from 
taxing authorities. 

QO Detailed analysis should sup- 
port all general ledger accounts. 
These details should be checked by 
management periodically. 

O Bank accounts should be thor- 
oughly reconciled with each 
statement by a person who has no 
access to cash. 

O Accounts receivable and factory 
receivables should be aged. Re- 
view of past-due accounts should 
be done monthly to insure proper 
collection efforts or write-offs. 

O Complete records of appropriate 
chargebacks to mechanics should 
be kept and tested against service 
department credits and free ser- 
vice. 


0 Inventory accounts should all 


be tested against results of spot 
checks and physical inventories. 
All inventory financing schedules 
should also be tested against these 
accounts. 

O Technicians pay accounts must 
be carefully reconciled against 
service department income and 
write-off accounts. 


Payroll 


O All department managers 
should be required to sign off on 
payrolls each pay period to ap- 
prove the identity of the listed 
employees and the amount paid. 
O No cash payments should ever 
be made for payroll purposes. 

O As often as possible, the dealer 
should hand pay checks directly to 
the employees. 


Document Control 


O The following documents 
should be numbered by the printer 
and strictly controlled: all checks; 
petty cash vouchers; repair orders; 
warranty claims; parts sales tick- 
ets; all receipts; vehicle sales in- 
voices; purchase orders; car rental 
agreements; credit memos. 


© Keep all of the above document 
supplies locked in a safe place. 

O Dispense only the number of 
documents required for a reason- 
able period to the manager of the 
department using the form and 
require his signature when he re- 
ceives them. 

O As documents are used, check 
off all numbers on the appropriate 
checklist. Investigate all numbers 
which do not clear within a rea- 
sonable time. Be certain that de- 
partment managers understand 
that they are responsible for ac- 
counting for all such documents 
issued to them. 

O Require that all documents voi- 
ded be explained on the document 
and returned to the office for 
check-off. 

O The checklist should be main- 
tained under lock and key. 


New Car Department 


O) Book all vehicles immediately 
upon receipt. 

0 Establish strict inspection pro- 
cedures for new vehicles received 
and be certain all personnel are 
familiar with requirements for 
damage claims and legally re- 
quired consumer disclosures. 


AUTOMOTIVE EXECUTIVE, NOVEMBER, 1980 


0) Inventory all vehicles monthly. 
O Take a frequent unannounced 
inventory of all new vehicles. 
Check condition, signs of unau- 
thorized use, and equipment 
shortages. Test the results against 
office records and immediately in- 
vestigate discrepancies. 

O Record key numbers on vehicle 
invoice or in a permanent file im- 
mediately. 

O Assign stock numbers to accu- 
rately control inventory received 
and to facilitate accounting. 

O Allow no equipment to be re- 
moved from any new vehicle with- 
out an internal repair order signed 
by the new vehicle department 
manager. 

O) Control both sets of keys to all 
new vehicles. One set should be in 
the control of the new vehicle de- 
partment and the other should be 
in the control of the office. Care 
should be taken that only au- 
thorized persons have access to 
keys. No keys should ever be left in 
vehicles, even in the showroom. 

O Maintain a fire-resistant, 
locked file of all new vehicle titles 
and manufacturer’s certificates of 
origin. Limit access to this file, 


Used Car Department 


O Maintain an approved list of 
wholesalers and allow only those 
so approved to buy and sell on your 
lot. Keep records of the activity of 
each one on the list. Investigate 
unusual activity. Check market 
values and compare. 


© Do not put cars on consignment 
to other lots or salespeople. 
O Verify dealer licenses or sales 
tax permits for all non-retail pur- 
chasers or sellers. 
O Take an unannounced physical 
inventory frequently. 
QO Require that all work done on 
used cars be covered by a repair 
order or purchase order. See that 
all such expenditures are charged 
to the unit involved and approved 
by the used vehicle manager. 
O) Reappraise cars at intervals on 
the lot. Compare current value 
with original appraisal. Investi- 
gate discrepancies and authorize 
write-downs where necessary. 
O) Establish a procedure to be cer- 
tain that every used car is covered 
by a clear title before it is taken 
into inventory. In addition, assure 
that the titles are kept in a fire. 
resistant file under the control of 
Continued on page 38) 
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Small size, mid-size, 
any size... 
~ GM Dealers can do it all. 


No matter what size cars or trucks you have in your _ 
inventory, GMAC has a plan to finance your retail sales, leasing 
or rental activities. From subcompacts all the way up to 
off-highway equipment. And everything in between. 

GMAC gives you a consistent purchase policy. Flexible terms. 
A network of offices coast to coast. Fast, dependable service. 

: We know you've heard this all before. But perhaps some of 
e your prospects haven't. So wrap up every sales pitch with this 
‘ simple reminder: GM Dealers can do it all. 


FINANCING 


Complete Dealer 
Financing Services 


“AHL 


poentsonainy 

As most of the dealer body is undoubtedly aware, NADA has been expres- 
sing deep concern over the Federal Trade Commission’s proposed used car 
rule, because of its failure to comply with the expressed intent of Congress. 
— During the 96th Congress, both the House and the Senate have likewise 
expressed concern over the proposed rule and have instructed the Commis- 
sion to change its proposal. In response to this Congressional action, the 
Commission did make a change in its rule, but the change was not respon- 
sive to the dealer concerns or the concerns expressed by the Congress. 

Consequently, NADA enlisted the support of Senator McClure (R-Idaho) 
and Senator Eagleton (D-Missouri) for the purpose of sponsoring an 
amendment to the FTC Appropriations Bill. The amendment would have 
prohibited the FTC from using any appropriated funds to implementa rule 
which would have the effect of creating a warranty or mandating inspections 
of any vehicle by the seller. 

On September 25, Senators McClure and Eagleton were prepared to 
offer the amendment, and NADA, through its dealer body and ATAM, had 
received committments of support from many Senators who considered the 
proposed FTC rule to be beyond the Commission’s authority and the 
clearly expressed intent of Congress. 

Senator Cannon, Chairman of the Commerce Committee and Senator 
Ford, Chairman of the Consumer Subcommittee, likewise expressed con- 
cern about the Commission’s proposal, but suggested that a different ap- 
proach be taken to encourage the Commission to conform its rule to the 
intent of Congress. That approach was to express concern on the floor of the 
Senate at the time the amendment was offered and to in addition, forward 
a letter to the Commission urging it to alter its proposed rule. 

There was general agreement on this approach and the amendment was 
withdrawn without a vote. The letter has now been completed and signed 
by 51 Senators. The letter advised the Commission that the Senate had 
problems with the proposed rule in its present form and it stated: 

“We believe that the ‘buyer's guide,’ although in principle a good idea, may 
be too burdensome on the small businessman and has other problems with 
its content in its present form. Therefore, we would urge the Commission to 
extend the comment period to insure that all interested parties be given 
ample time for substantive comment. 

“We also note that Section 102(B)(2) of P.L. 93-637 states that nothing in 
that act shall be deemed to authorize the Commission to require that a prod- 
uct or any of its components be warranted. Further, the Report of the Com- 
mittee on Commerce, Science and Transportation on 8.1991, the FTC au- 
thorization bill, stated in Section 23, which limited the FTC’s authority to 
issue a trade regulation rule with respect to the sale of used cars, that the 
Commission ‘may not require a mandatory warranty or inspection in con- 
nection with the sale of a used motor vehicle.’ 

“We would like to point out that the Federal Trade Commission Act of 
1980 contained a two-house legislative veto provision. If, in the future, the 
Congress has problems with the final rule, that mechanism may be used.” 

It should be noted it is very rare for any letter to contain the signatures of 
51 U.S. Senators. It is the hope of NADA that the Commission will finally 
be persuaded to alter its proposal before it is promulgated as a final rule 
and conform its regulation to the express language of the law. & 


—_—_—_———— 


This is one of a series of monthly columns dealing with legislative issues of concern to franchised new car and truck dealers. It is intended to provide a brief 
summary of those actions either already taken by the Congress or currently pending which will impact on your business. 
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New Congressional 
action on FTC’s used 
car proposal 


«_,.we now order Cruise Control 
on every car mode! that offers it.” 


J. L. Ferman, Ferman Chevrolet, Tampa, Florida 

Plus, AC Cruise Control adds to the trade-in book 

value of GM cars and trucks, as reflected by the Kelley 

Blue Book and the N.A.D.A. Used Car Guides. 
That's why GM dealers are ordering AC Cruise 


“For the comfort of our customers and to help them 
hold speeds at constant, fuel-saving levels, we now 
order Cruise Control on every car model that offers 


it.” So states veteran Chevrolet dealer Jim Ferman. 
“We also are increasing Cruise Control orders by Control Systems on more and more of their 
50% on selected series of Chevrolet trucks. inventory, fleet and special orders these days. 


nd for good reason. AC Cruise Control So, for easy selling and profits, specify 
A is the specifically engineered, factory- AC) K35—AC Cruise Control—for nt 
installed option that’s right for the times. |S. inventory, too! 
D 


AC Spark oe ivision, General Motors Corporation 


1300 North Dort Highway, Flint, Michigan 48556 


veryone I’ve talked to re- 
cently has sounded fairly 
optimistic about the 
truck industry. In certain parts of 
the country, truck sales are pick- 
ing up. The market has been less 
than enthusiastic, but nonethe- 
less, it is trying to revive itself. [ 
have even heard a few brave souls 
say the “recession” has bottomed 
out. 


The government maintains 
that the “recovery” will be slug- 
gish but that the upturn for busi- 
ness is underway. (It’s amazing 
the rhetoric they banty about, con- 
sidering they are the prime cul- 
prits in the truck industry’s de- 
cline.) However, the government 
has not taken enough sustained 
action against inflation during 
this downturn. The result could be 
either a very weak or possibly a 
short-lived recovery. 

Based on my research, I an- 
ticipated a late 1981 recovery for 
the truck industry. Retail sales 
are slowly increasing and con- 
sumer confidence appears to be re- 
turning. But there are mixed re- 
ports on next year’s inflation rates 
and credit availability. The gov- 
ernment’s on-and-off policy with 
money must be straightened out if 
we are going to bring about a 
sound economy. 

Most dealers appear optimis- 
tic about the marketplace. The 
majority of them have tightened 
their belts, trimmed the fat and 
developed new dimensions of 
internal control. The truck indus- 
try is off 30 percent. But new truck 
stock in terms of “days supply” has 
shown a continuous improvement. 
In May, inventories were at 107 
days’ supply and now they are ap- 
proximately 70 days. 


This column is prepared exclusively for automotive executive b 


LT 
ooo 
Pat Close 


It looks as if Class 6, 7 and 8 
truck sales for 1980 will be about 
265,000. Considering the third 
quarter of 1980 was approaching 
the lowest production figure since 
1967, we're lucky the industry has 
managed as well as it has. 


——$xx 


“The government’s on 
and off policy with 
money must be 


straightened out. . .”’ 
SEE ORES Ts NEG 


As for next year, my research 
department projects that truck 
sales will slowly climb. No great 
upturn is expected until the sec- 
ond half of 1981. New trucks are 
headed for a 4 percent increase, 
with Class 6, 7 and 8 sales total- 
ling 300,000 units. If that bears 
out, we'll have a lean but bearable 
year. 

It will necessitate each truck 
dealer taking a long and serious 
look at his market, his operation 
and his franchise. Parts and ser- 
vice will undoubtedly play a big 
role in 1981 since truck customers 
will be holding onto vehicles much 
longer. 

Leasing continues to grow 
annually. Truck dealers who have 
a potential market should begin 
now to explore the possibilities of a 
new venture. Each dealer will 


be addressed to: Pat Close, director ATD, 8400 Westpark Dr., McLean, VA 22102. 
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have to examine his product line 
and determine whether or not he 
can place units in the market. 
Competition will be extremely 
tough, so good personnel, quality 
products and excellent marketing 
techniques will all be needed to 
make it. 

The big dealership tool to be 
considered is the computer. More 
and more dealers are looking to 
in-house or on-line systems to 
handle parts inventory, counter 
billing, etc. With the parts busi- 
ness looming as one of the most lu- 
crative areas for profit in 1981 , the 
dealer must have record-handling 
capability that is accurate and 
timely. 

The big question mark for 
1981 has to be the Federal Govy- 
ernment. Both Congress and the 
agencies can make or break much 
of the truck industry next year. I 
believe we will see fewer regu- 
lations in the ’80s. However, DOT 
does plan to pursue new air brake, 
tire pressure, 5th wheel location 
and interior noise level standards. 
EPA has a host of emission stan- 
dards pending. What is needed is a 
strong regulatory reform bill and 
greater interchange between the 
truck industry and government 
agencies. 

Congress’ rhetoric has been 
pro-business in this year’s elec- 
tion. With a little luck and a lot of 
votes, we should have in January 
an elected government that is in- 
creasingly positive towards busi- 
ness. This could translate into tax, 
business and investment credits. 

Whatever 1981 brings, we all 
hope it will be better than 1980. 
The truck industry has taken it on 
the chin but should be able to re- 
bound soundly late next year. 


y Patrick R. Close, director of NADA’s American Truck Dealers Division. All inquiries should 


Wheels need locks too! 


Protect YOUR Inventory 
With 


MicGard 


Both new and used Cars need protection against wheel and tire theft 
..and you need protection against soaring insurance rates, under- 
body damage, wasted labor and delivery problems. 

Replace only one lug nut on each wheel with a McGard wheel lock. 
Made of one piece hardened steel, McGard’s smooth surface cannot 
be chiseled or gripped by the strongest tools. Only you have the 
matching key wrench. 


Keep your customers happy by passing on the locks at a profit. 
McGard provides the customer service to back them up. 


Dept.AE 852 Kensington Ave., Buffalo, N.Y.14215 (716) 833-6120 


ou may have an old, a 
brand-new, or a relatively 
new dealership. Which- 


ever, there’s a good chance you 
have a security system right out of 
1935. And though you or your peo- 
ple might not realize that fact, 
there’s a decent chance someone 
on the outside does. 

Security experts say businesses 


by Ron Rogers 


have to convince the thief that the 
risk outweighs the possible gain. 
Yet in a world where most com- 
panies budget 2 percent of gross 
sales for security, the automobile 
business tries to make do with 
much less. 

The results of that effort are 
showing up in the profit and loss 
ledgers of some of the leading in- 


surance companies. One of the 
biggest insurers of automobile 
dealerships paid out almost as 
much money due to loss from ille- 
gal entry last year as it took in 
from that particular type of pre- 
mium. Even worse, it actually lost 
money insuring, against theft, the 
cars sitting on dealership lots. 
What can be done to deter the 


suy who is trying to rip you off? A 
sreat deal. And though much of it 
might sound very basic, it takes 
attention to detail, it requires 
coordination, and it requires de- 
srmination on the part of all 
employees. It also takes a certain 
mount of money. 
You can limit the thief’s advan- 
age significantly, however, with- 
wut lifting a dime. You can take a 
ood look around your dealership 
5 see what you have and what you 
really don’t, and in many locali- 
ties, the police have trained 
,ecialists who will help you. 
“Ts your lighting, you might ask 
ourself, adequate to do the job, 
yutside and inside the building? 
The outside lights should be high 
and protected so they can’t be bro- 
cen by stones. Are the dock areas, 
the loading areas lit? What about 
the storage area? 
~ your automobile storage lot 
-}ould be enclosed by a 10- to 12- 
~ot-high chain link fence, and it, 
4d all the corners and dark spots 
; contains, should be well illumi- 
ated. Sodium vapor lights are 
ticularly well-suited for that 
‘plication, and mercury vapor 
snd quartz iodine lamps also 
srovide excellent perimeter light- 


; Care should be taken that the 
srass and shrubbery, etc. is kept 
a t back, especially near the build- 
_ and in the back areas. Other- 
Pe . the growth can facilitate a 
: eak-in, or obscure a hole that 
*. made in the fence for use at 
ane or more later dates. 
“Tf your exterior doors are 
,den, or if they have air vents 
¥ ¢ can be kicked through or win- 
ows within several inches of the 
ic, you're probably in trouble. 
Aeally, you want steel fire door 
struction, encased in concrete 
. cinder block. 
~ Most doors in shop areas have 
+c in them, and most glass can 
F ‘proken. So, according to one se- 
_uity specialist we spoke to, if you 
ve windows that are ground 
j and unprotected, think about 
oduct called Lexan®, a glass 
apstitute that is, he says, ten 
4 es stronger than Plexiglas® 
ra about the same cost. 


ocks that “secure” some 
,lerships seem unable to stop 
* the amateur thief, and if you 
¢ to makea break-in at least a 
pallenge, you might go to a 


ae 


ave 


+ 


double-cylinder dead bolt with a 
one-inch throw. That is particu- 
larly true if you have glass within 
40 inches of the lock area. 

Locks, locksmiths tell us, can be 
had with interchangeable cores, a 
feature that comes in handy in 
places where there is high em- 
ployee turnover, and cylinder 
locks can be bought that have a 
high degree of security for other 
reasons: Some are highly pick- 
resistant and have keys for which 
duplicates can be obtained only at 
the factory. 

Also, in recent years, locks have 
come on the market that are 
opened not by keys, but by plastic 
discs. 

No matter how good your 
equipment is, however, it is as bad 
as your weakest link. Several 
dealers in recent years have bat- 
tened down everything extremely 
well only to find that some bur- 
glars think skylights have very 
functional uses. Make sure these 
areas are bolted down, and rein- 
forced with wire mesh. Even bet- 
ter, should you choose to take the 
step, cover the lights with iron 
bars—especially if the lights are 
no longer really being used. 

Rooftop parking is ofttimes 
another break the break-in artist 
likes to see. If you have rooftop 
parking, an outside ramp that 
leads to it, and a fire door on the 
roof that leads to the heart of the 
dealership, you could be providing 
a burglar the chance to work all 
night at getting in. Ideally, the 
ramp should be inside the deal- 
ership. But failing that, erect a 
gate at a place on the ramp visible 
to passers-by, if possible, to at 
least slow down the intruder. 

Alarms are difficult to discuss, 
because there are so many opin- 
ions on them. Just about every 
system has its plusses and 
minuses. If you sell Rolls Royces 
with optional diamond-studded 
steering wheels, you might want 
to employ a microwave computer 
relay system, but right now, this 
type of unit is being employed 
largely in industrial applications. 

A far less costly, and more com- 
monly used system employs a 
silver tape on doors and windows. 
But this system, security people 
tell us, can be defeated by thieves 
masquerading as customers in the 
daylight hours simply by scratch- 
ing a line through the silver tape. 


By the time the disarming has 
been discovered and reported and 
repaired, it is sometimes too late. 

A fairly popular deterrent is the 
magnetic contact alarm. If you 
employ it on wooden window 
frames, for instance, you may pro- 
duce a lot of false alarms and dis- 
gruntled police, because the warp- 
ing action of the wood caused by 
rain and humidity can be enough 
to set the system off. Electrical 
storms and high winds can also 
produce that effect. 

However, if the contacts are 
mounted on steel frames set in 
concrete, for instance, false alarms 
should be minimal. 

Many dealers prefer audible 
alarms with silent partners. In 
other words, as the audible alarm 
sounds, or even if it doesn’t for one 
reason or another, the breached 
system sends a signal to the police 
precinct or to a private security 
company which will sometimes 
investigate on its own and always 
notify the police immediately. 

More sophisticated systems 
employ photoelectric beams and 
ultrasonic motion detectors and 
the like, but some experts feel they 
are so sensitive and delicate, they 
are very prone to bring on the “cry 
wolf” syndrome. Free-roaming 
dogs, late-working employees and 
even rodents have been known to 
bring the frustrated authorities 
screeching to the door needlessly 
more than a few times. And that, 
of course, can have the effect of 
lowering the guard of the police. 

Whatever you decide to use, it is 
advisable to use more than one. If 
the burglar manages to defeat the 
system and get inside the prem- 
ises, or if he goes around it by 
going through a skylight, for in- 
stance, you have a chance to en- 
snare him with a separate system 
protecting the safe, the parts de- 
partment or the service depart- 
ment. 

In any case, money kept over- 
night in the dealership should be 
kept to a minimum. Security con- 
sultants advise dealers to make 
nightly deposits. If a dealer does it 
himself, he should vary the time 
and the route and use only heavily 
travelled roadways. In many 
areas, the police will regularly 
provide an escort, and if that ser- 
vice is not available, a security 
company’s services are definitely 


advisable. (Continued on page 42) 
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(Continued from page 30 ) 

the office. All such titles should be 
assigned to the dealership. No 
blank titles should be kept. 

O Borrow some stationery from 
your auditor and write to several 
wholesalers with whom you do 
business. Indicate there is an 
audit in progress and that you 
need to know the price paid for 
several specific units. Have the re- 
sponse sent to the auditor’s ad- 
dress and compare the results with 
your used car records. 

QO) Be certain that all wholesale 
buyers pay cash on delivery. Do 
not allow open accounts. 

C) Personally review all wholesale 
transactions resulting in a loss or 
involving more than one vehicle. 


Parts Department 


O All parts inventory should be 
stored in a separate, locked area 
with access available only to parts 
employees. 

QO All parts should be dispensed 
over the counter and charged di- 
rectly to a repair order or parts 
ticket. 

O All such documents should be 
completed in ink. Changes should 
be crossed out and initialled by 
managerial authority. 

OC) Purchase orders should be re- 
quired for any materials pur- 
chased from sources other than 
regular manufacturer sources. 
The purchase order should show 
clearly the character of the mater- 
ial to be purchased, the quantity, 
and the price. A copy should be at- 
tached to a sales document (repair 
order, parts ticket, etc.) when the 
order is made to insure proper bill- 
ing. 

O Availability of purchase order 
books should be limited to as few 
people as possible and strict con- 
trol should be kept of numbers is- 
sued. 

QO) Spot-check pricing of parts 
against current price lists. Be cer- 
tain that parts are being charged 
at full price. 

O) Clear policy should be estab- 
lished for discount purchases by 
volume customers and employees. 
Frequent checks should be made 
to be certain that these policies are 
being observed. 

O) Shipments of parts in company 
vehicles should be checked fre- 
quently to be certain that all parts 
loaded have been properly charged 
out. 


O Charge procedures should be 
clearly set forth and known to all 
parts department employees. No 
parts should be released on credit 
unless these procedures are satis- 
fied. 

O) Physical inventories of all parts 
should be taken at reasonable in- 
vervals, but at least once per year. 
Dealers should frequently— 
unannounced—select an item, 
check its stated count in the inven- 
tory records and then check the ac- 
tual count. All discrepancies 
should be carefully investigated. 
O Inventory records should be 
maintained, by part number, and 
updated daily so that current in- 
ventory will not be more than 24 
hours behind. 

O Use of stock orders and other 
discount opportunities should be 
monitored by the dealer to be cer- 
tain they are used to maximum 
advantage. 

QO A responsible person should be 
assigned to check incoming parts 
shipments. Each item on a pack- 
ing slip should be verified for de- 
scription and quantity. A verified 
packing slip should be forwarded 
to the office for comparison with 
vendor invoices. Defective or 
damaged parts should be refused 
or claimed for credit. 

O Conduct a rotating physical 
count of a few part numbers each 
day so that, at the end of three 
months, all numbers have been 
checked. Investigate all shortages 
immediately. 


Service Department 


QO Account for all repair orders. 
Investigate missing ROs. 

O Make use of a scheduling sheet 
to list all repair orders in process. 
This provides a scheduling tool for 
the service department and also a 
source of information when trac- 
ing missing ROs. 

O} Technicians’ pay tickets should 
be tested against repair order 
labor charges to be certain all 
work is properly billed and that 
mechanics’ pay is correct. 


O As part of the regular closing of 
an accounting month, all work in 
process should be inventoried. All 
repair orders which have not 
cleared through billing should be 
listed. 

©) No vehicle should be in the shop 
at any time without being covered 
by a properly completed RO. 


38 AUTOMOTIVE EXECUTIVE, NOVEMBER, 1980 


O Credit policies and records 
should be understood by and 
available to all service depart- 
ment managers, advisors, and 
cashiers. No vehicle should leave 
the shop until proper arrange- 
ments for payment are made. 

OC) Keys to customers’ cars should 
be kept by the cashier. 

QO) All tools and equipment owned 
by the dealership should be inven- 
toried regularly, at least annually. 
Access to such items should be 
controlled. 

©) Internal charges should be con- 
stantly reviewed to be certain that 
charges are applied to the correct 
department and that no properly 
billable labor is being done at 
dealership expense. 

O All credits and free service 
should be approved by a desig- 
nated manager and complete re- 
cords of such activities should be 
maintained. 

O Any service discount policies 
should be clearly stated and en- 
forced. 

O Work should be spot checked to 
be certain that parts charged are 
actually used. 

O) Defective parts return policy 
should be established and an- 
nounced to conform to factory war- 
ranty parts return requirements. 


Body Shop 


C) Keep careful control of work in 
process. ROs tend to be slow in the 
body shop. Be certain that they are 
billed properly. 
O) Allow no receipt of cash in the 
body shop. See that all repair or- 
ders pass through the cashier. 
CO) See that body shop parts and 
materials are properly charged 
out. Be certain that materials are 
not included in labor totals for 
payroll purposes. 
QO Be certain that parts and acces- 
sories are drawn from the parts 
department only when they are to 
be used. No such inventory should 
be stored in the body shop. 
O Check frequently to be sure 
every car being worked on in the 
body shop is matched with a prop- 
erly written RO. 
CO) Limit access to the body shop to 
bona fide hours of operation only. 
Avoid “barn jobs” in your shop. 
O Check suppliers and adjusters 
frequently to be certain no infla- 
tion of billings takes place to cover 
up kickbacks. fE 


IN-HOUSE COMPUTER SYSTEMS 


BEFORE YOU BUY A TOTAL COMPUTER SYSTEM 
“COMPARE CARSWAY IN-HOUSE 


CARS. INC. has been providing Management 
ation Services to the automotive industry since 
Bo eal with the Company you can trust: Dedicated 
“ motive people for an ever changing marketplace. 
. RSWAY provides the most modular equipment 
CA le. This leading edge technology allows yout to 
nt your total capacity, capabilities, and volume 
wie SWAY offers access to your Management 
. ation at-the touch of a button. Daily Operating 


porns. reports are available within minutes of 


ontrO 


document entry completion: You process or produce 
accounting reports, payroll, and parts stock orders 
immediately with no system.interruption. 

e CARS, INC. has offices located throughout the world 
and.our service locations in North América number in 
the hundreds. We provide the fastest response time in 
the Industry. 

e CARSWAY IN-HOUSE offers Accounting, Parts 

EO eNaR Control, Sales and:Service Merchandising, 
Payroll. Letter Writing, and Manufacturer 
Communications. 


CARSWAY OFFERS YOU THE ULTIMATE IN SPEED, 
pELIABILITY AND EXPANDABILITY. THESE FEATURES ARE BUILT-IN 
CARSWAY STANDARDS AND ARE ONLY OFFERED BY CARSWAY. 


ae PO. Box 235 
p — Birmingham, Al. 35201 


FOR MORE INFORMATION: 

Call Collect Today: 205/956-7600 
William'L. Gaines, VP, Marketing 
In Canada Call: 416/276-8858 
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(Continued from page 37) 

Many dealers today are getting 
away from hiding their safes and 
are instead putting them in heav- 
ily trafficked areas like the service 
department or in the midst of a 
well-lit area like the showroom, in 
clear view of anyone passing in 
front of the dealership. 

Dealers are bolting their safes to 
the showroom floor, or burying 
them in the concrete or cinder 
block walls of the dealership. 

There are two distinct types of 
safes. A record safe is the recom- 
mended way to protect valuables 


Accurately 


from fire for one or more hours, but 
it is not built to stop a good safe- 
cracker. A money safe, on the 
other hand, is not particularly 
heat resistant, tool and torch re- 
Sistant as it might be. One 
suggested solution, bolt a record 
safe to the floor and weld a money 
safe inside it. 

One theft deterrent that has 
been used for years is the guard 
dog. But several security people 
approached by AE called the use of 
dogs, “. .. dangerous and not par- 
ticularly effective.” 

Some dogs do no more than wag 


Reporting 


the 
Used Car Market 


NADA 


OFFICIAL 


USED CAR GUIDE 


In these days of higher priced 


used cars and market uncertainty, 


the NADA Guide performs the 
important service of bringing 


you timely, concise and accurate 
market value data, derived from 


transactions of dealers and 
auctions in your general 
trading area. 

In addition, the Guide provides 
all essential information 

for vehicle identification. 


A New Edition Every 30 Days, 
Regional, for Your Market 


America’s Number One Used Car Guide 
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1 National Automobile Dealers Used Car Guide Co. I'sub. ...... 19.00 
8400 Westpark Drive, McLean, Va. 22102 ; ; - Ranma ye ea ff 
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their tails at an intruder. Those 
dogs who are truly attack-trained, 
on the other hand, often can be and 
are neutralized by poison and 
guns. And, dogs on the attack do 
run you the risk of subsequent 
civil damages. 

Police and security officials say 
that a lot of times, the thiefis not a 
pro, but rather a rank amateur 
who wants a joy ride or needs a tire 
or battery. Police say officers con- 
stantly find keys left in the door 
and ignitions of cars on the lot, and 
in some dealerships, dealer tags 
are almost as available. 

The answer, of course, is inter- 
nal control and accountability. 
Car keys should be kept in the 
sales manager’s office with a “red 
tag” control system, perhaps, and 
under normal circumstances, it 
might be advisable to keep all cars 
locked. 

Loaned cars should always be 
checked for missing equipment 
when returned, and unfamiliar 
customers should never be allowed 
to test-drive a car unchaperoned. 
If a salesman is confronted with a 
two-man buyer team, beware. 
They could be out to make a key 
impression while diverting the 
salesman’s attention. 

If a dealer lets his inventory go 
unchecked, chances are pieces of it 
will start slipping away sooner or 
later. As a check against both 
internal theft and theft from the 
outside, the dealer or at least his 
general manager or office man- 
ager should conduct a physical in- 
ventory of every car every month. 

If you’re building a new 
dealership, look at your plans as a 
thief would when it comes to build- 
ing in security. If you can build on 
high ground, on an embankment, 
so that there is a pronounced drop 
between your cars and the road, 
you can eliminate the easy night- 
time auto heist. If you can build 
but one entrance to the grounds 
and close that off with a gate, you 
will be in even better shape. 

But if you can’t landscape your 
grounds the way you want, con- 
sider putting heavy link, low- 
slung chain—with poles less than 
a car’s width apart—in front of 
your first row of cars. Low pipe 
fencing or low-slung shrubbery 
with a concealed cable are other 
alternatives. Block off exits with 
tightly packed cars that you’ve 
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Nov. 5-7, 1980 


28th Annual Recreation Vehicle 
& Manufactured Housing Show 


Dodger Stadium—Los Angeles,CA 


Tuesday, November 4 


RVIA DODGER /LOUISVILLE 


Dec. 2-5, 1980 


LOUISVILLE 


18th Annual National RV Show 
Kentucky Fair and Exposition Center 


Louisville, Kentucky 
RV Industry Forum 


Monday, December 1 


SHOW HOURS: 


7 Wednesday, November 5 9 a.m.- 5 p.m. 
Thursday, November 6 9a.m.- 5 p.m. 
Friday, November 7 9a.m.- 1p.m. 


he 1980 RVIA Dodger/Louisville Shows will focus on 
e hard-choice challenges of the 80’s. 


pined they offer nearly 2,000 units, one million square 
Dot RV displays, 350 supplier exhibitors, and the latest 
RV equipment and accessories for outfitting all models 


(RVs. 


nis year both shows will present the RV Industry Forum 
‘th nuts and bolts how-to seminars on: Energy and 
ecreation; RV Parts and Accessories Sales; RV Rental 
usiness Potential with emphasis on Market Opportu- 
¢s,. Financing Rental Units, What should product be 
‘how do you sell it?, How to get started, and the 1981 
ysiness Climate. All this plus live entertainment and 


sealer nospitality parties. 


5 1980 and the RV industry is Getting Down to Busi- 

pon'’t wait. Call today for registration and exhibit 
f mation. Dodger/Louisville may be the most impor- 
ot industry shows you'll ever attend. 


Tuesday, Dec. 2 through 
Thursday, Dec. 4 9:00 a.m.-5:00 p.m. 
Friday, Dec.5 9:00 a.m.-2:00 p.m. 


And this year 
WE’RE GIVING AWAY A STORE 


For the first time ever you can win an RV accessories 
store. Any dealer in attendance at Dodger/ Louisville 
may enter and become eligible.* 


This fabulous store will be on display in Louisville and 
will contain: - 

@ over $30,000 in retail merchandise 

® a 20’x40’ store area manned by experts to tell you 

how to run a successful RV accessories store 

@ over 5000 items on display all with back-up items to 

Start the winner off with plenty of inventory 

@ and a handy Guidelines for Profit booklet and other 

merchandising materials 


It’s the chance of a lifetime. Be a winner, call RVIA today. 


*ELIGIBILITY—RULES AND REGULATIONS 


1) Only bona fide RV or automotive dealers are eligible. 2) Only the “dealership” may 
win. 3) Dodger Stadium dealers must attend RV Industry Forum and fill in registration 
form. 4) Louisville dealers must fill in registration form in accessory store. 5) Winner will 
be drawn at random by impartial judges following Louisville show closing. 6) Winning 
dealer credentials will be verified prior to merchandise being shipped. 7) WDA is 
responsible for shipping and handling charges to dealer's place of business from 
Louisville. 8) Winning dealer is responsible for any and all applicable taxes. 9) Shelving 
and display fixtures not included. 


FOR ATTENDANCE & EXHIBIT INFORMATION CONTACT: 


RVIA Western Region Office 
1748 West Katella, Suite 206 
Orange, California 92667 


714-532-1688 © 213-485-0254 


RUA 


RVIA National Office 
14650 Lee Road 

P.O. Box 204 

Chantilly, Virginia 22021 


800-336-0154 e 703-968-7722 


locked or that you’ve disabled by 
pulling the ignition wires. 

In the storage lot, pack those 
cars tightly to discourage any 
would-be parts pullers. 

All these measures can be 
supplemented by hiring your own 
guard or by “renting” the time of 
one of the security companies, but 
know what you’re getting. Know 
whether or not the guard will be 
there the entire night or whether 
your grounds will be passed just 
once or twice throughout the even- 
ing. Find out about their liability 
and yours, and whether or not the 
guard will be armed. Weapons are 
probably not advisable. 

Distribute the keys to the 
dealership to as few people as pos- 
sible, and otherwise install as few 
loopholes into your security proce- 
dures as possible. If no one needs a 
key to the service department but 
you and your service and general 
managers, for instance, restrict 
the keys to that area to those peo- 
ple, and make those people ac- 
countable for the security of those 
keys. 

Make the inside doors to each 


department as solid as you can. 
Thin and hollow doors just make it 
that much easier for the burglar to 
complete his job once he’s gotten 
inside. Make sure the last person 
to leave at night is a person you 
can count on to check things out. 
Have him make sure that the win- 
dows and doors are locked, that the 
alarm is operable and engaged, 
and that the lights are on and not 
burned out. Have him check that 
there are no keys lying around or 
otherwise unaccounted for. 

Make sure that the first person 
in each morning is someone who 
will check things out too, and re- 
port anything of a suspicious na- 
ture to the police. 

If you do these things, if you 
make sure everything is well-lit, 
and if you supply your police pre- 
cinct with an updated list of whom 
to call in case of an emergency, you 
will increase your chances of re- 
maining undisturbed consider- 
ably. (Some precincts will even 
keep a key to your store if you 
wish.) 

Do one more thing. Make sure 
that when you lock your doors to 


Recirculating System! 


The ESP Energy Recirculating System gently forces the heat 
down to the floor to keep the thermostat satisfied. This greatly 
reduces the number of times your furnace is called on for heat. 


Saves heat in winter, cools in summer. Check us out... call us TOLL 
FREE for names of users in your area and special industry prices. 


800-548-7199 


IN MONTANA ® 406-252-0480 


WRITE: 


ENERGY SAVING PRODUCTS 


P.O. BOX 311 
BILLINGS, MONTANA 59103 
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the public for the night or for the 
weekend, that last customer is, in 
fact, out of the building. If you 
have stacks of tires; racks and 
cabinets big enough to hide a man 
but not quite flush with the wall: 
and closets and restrooms that go 
unchecked, your burglar might 
not have to break in. Only out. 
That brings us to the thief who 
operates in broad daylight, right 
under your nose. To foil him, you 
should consider the cashier’s loca- 
tion. Many dealers are restructur- 
ing their stores so that cash is kept 
in just one location, in a central 
point in the facility. The aim is to 
narrow as much as possible the 
number of get-away routes, and to 
make those routes cut through the 
more populated areas, like the 
showroom and service lane. 


In some dealerships, cashiers 
receive money from customers 
through security scoops and col- 
lect it from other departments 
through a pneumatic tube system. 

Usually in those dealerships, 
the cashier and the various de- 
partments who sell to customers 
work together so that what is 
called the “walk-by” can’t happen. 
In the past and perhaps today, 
some “customers” have realized 
what they can do when the parts 
department is a little distance 
away from the cashier. They se- 
cure the part, get their ticket, slip 
it out of sight, walk to the unsus- 
pecting cashier and ask for 
change, and then walk smilingly 
back past the parts counter, wav- 
ing goodbye. 

The pneumatic system is one 
way to defeat the walk-by, and the 
check-off system is another. In the 
latter, the cashier maintains a 
sheet on which she lists every 
numbered ticket that comes her 
way. If she doesn’t tick off every 
ticket in a row, she’s to call over 
and ask why. If the department 
doesn’t tell her it’s a back order or 
a “will-call,” she knows immedi- 
ately she has just missed a cus- 
tomer pay. Nothing falls through 
the cracks. 

You can save yourself a lot of 
money and a lot of grief with a lit- 
tle planning and common sense. 
It’s one more added to a million 
areas that require your attention, 
but then it’s worth it. Failing to 
take the measures we’ve men- 
tioned will one day prove to what 
degree. 
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jete. That’s the best description of the Oakleaf 
Dealership Computer. 

rirct, the Oakleaf Sales Prospecting Program turns 
e Oakleaf into the perfect personalized letter 
ting system, aggressively pursuing your best 
cts... prior customers. Next, your Oakleaf ties 
Deectly with TRW, CCC, CBI or any other credit 
| au for an up-to-date credit report. 

ur Oakleaf will then help you figure the best deal 
4 ible, with full F&I included at the touch of a but- 
Typing the contract and all the dozens of other 
4s is done immediately by your Oakleaf, with com- 
accuracy and a professional appearance. 

aT adds up to showroom traffic, increased sales, 
racy and a successful professional image. Could 
use these things in your dealership? 
The Oakleaf Auto Dealership Computer is backed 
Oakleaf & Associates, Inc., a national corporation 
offices in all major population centers. Oakleaf 
s responsibility for manufacture and programming 


One person with an Oakleaf 
is a complete profit center 


and maintenance, for your security. Continuing re- 
search and development also makes today’s Oakleaf 
computers compatible with tomorrow’s advances. It’s 
safe to buy an Oakleaf. 

For more information on the profit potential of the 
Oakleaf Auto Dealership Computer, or for the number 
of your local Oakleaf representative, call Barbara Jen- 
nings, National Marketing Department, (213) 989-5989. 

Or send this Pega today. 


14600 Titus Street 
Panorama City, CA 91402 


Oakleaf & Associates, Inc. 
Your name 


———— 
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Douglas Eickhoff 


Outguessing The “Experts” 


a7 
' he customer is always 
right,” or is it that “You 


are always wrong.” I don’t think it 
is either—but how does “You’re 
damned if you do and damned if 
you don’t” fit? 

It seems to me that the customer 
has all the answers, before we 
even know the question. After all, 
if he reads the paper and listens to 
the news, he will know everything 
there is to know about cars with- 
out having to ask. 

Weare the bad guys—all of us in 
the auto industry. If we go to a 
party, some other social function 
or just meet someone new, we are 
invariably asked “What do you 
do,” and our answer is invariably 
an honest “I work for a car 
agency.” Then, almost invariably, 
we spend the next 15 minutes lis- 
tening to horror stories of “How I 
got screwed by my dealer (in the 
service department, sales depart- 
ment, bodyshop, etc.).” 

Is he telling the truth, the whole 
truth and nothing but the truth? Is 
he omitting some of the facts? Is he 
“bending”? the story just 
slightly—so it sounds better? 

Have we been so bad to deserve 
all this? Or worse yet—are we now 
so bad that we deserve all this? Is 
the customer justified in assuming 
he will be taken when we repair 
his car? ; 

Why is it that all the “experts” 
don’t work in the service depart- 
ment but for the Better Business 
Bureau, the newspapers, the TV 


stations and the consumer groups? 
No doubt Ed Przylucki, for in- 
stance, the manager of the au- 
tomotive department for the Bet- 
ter Business Bureau of metropoli- 
tan Chicago, could make more 
money working as a service man- 
ager at a Chicago car agency. 

He is one of the experts. He is 
one of the experts who tell our cus- 
tomers that there is no such thing 
as fuel contamination. 

In an interview with James 
Mateja, automotive writer for the 
Chicago Tribune, he reported that 
in the two years he’s spent looking 
into gas contamination com- 
plaints, he knows of only two cases 
of (confirmed) contamination. He 
gets about one complaint a week. I 
don’t know about you, but J get at 
least one case of contaminated fuel 
per week—and that’s on the level. 
Too bad that we can’t send bottled 
contaminated gas through the 
mail; I for one would like to edu- 
cate Mr. Przylucki. 

Since reading the article, I 
cringe every time I have to explain 
to one of my customers that clean- 
ing the fuel system will take care 
of his car’s running problem. I al- 
ways hope that he or she missed 
reading that article written by the 
experts. 

As a safeguard, we keep a sam- 
ple of the contaminated gas for the 
customer. 

Since the oil companies stopped 
blending fuel additives in their 
gas, water has become an increas- 


ing problem. 

Can you tell exactly where it 
came from? I can’t. I know that fall 
and spring weather condensation 
adds a lot of water to the gas. 
Water can clog fuel filters, injec- 
tors and at times jets in the car- 
buretor. In the wintertime, it can 
freeze. 

Water can cause so much rust in 
the tank, that the tank may need 
to be replaced. 

CASE: A fuel injected car is | 
brought into your shop with con- 
taminated gas—what do you tell 
your customer? 

Let’s start by cleaning out the 
tank, then wait and see? Or do you 
clean the tank, blow out the lines, 
replace the filter, overhaul or re- 
place the fuel pump and overhaul 
or replace the injectors? 

The cost difference can be hun- 
dreds of.dollars—the customer’s 
dollars. 

If you only clean the tank and 
the car keeps running, you won. 

But if the customer has to return 
to your shop at a later date because 
your course of action didn’t com- 
pletely solve his problem—you 
lose. 

You now have a shop comeback, 
a possible letter to the BBB (and 
you know how they feel), a letter to 
the factory, etc., etc., etc. 

So—should you do the job “com- 
plete” the first time? I don’t know, 
because “You’re damned if you do 
and damned if you don’t.” 


A 


This column is prepared exclusively for automotive executive by Douglas Eickhoff, Service and Parts Director of Steve Foley Cadillac, Inc. All comments or 
questions pertaining to these columns should be addressed to: Douglas Eickhoff, Steve Foley Cadillac, Inc., 100 Skokie Blvd., Northbrook, IL. 60062. 
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1928-29 Model A 
Pick-up Truck 


A Message To Auto/RV Dealers 


car dealer has had all the prob- 

lems he can handle and then 
some, the one thing he has not 
needed is a recreational vehicle 
market collapse. 

Well, very fortunately, the RV 
market did not fold completely. 
But the slowdown in retail sales, 
coupled with soaring flooring 
rates, sent a good number of 
automobile/recreational vehicle 
dealers running for cover anyway. 

Unfortunately, the first reflex 
action many a car and box dealer 
takes when things happen as they 
have this year is to liquidate the 
RV inventory at any cost. This 
kind of action spreads through the 
dealership like a plague. Soon, the 
sales personnel give up on RV 
sales and the units begin to grow 
hair. The service people hired spe- 
cifically for recreational vehicles 
leave for greener pastures and 
that drives the final nail into the 
RV coffin. 

Consequently, while the dealer 
who liquidates his RVs usually 
feels he has made a prudent busi- 
ness move, in fact he has done just 
the opposite. What he has done re- 
ally, is create a severe lack of con- 
fidence in those people who bought 
recreational vehicles from him. 
Those same folks who were sold 
“the dream” now have to go else- 
where to service their rigs and to 
purchase parts and accessories. 


i nanera when the domestic new 


Faced with that, it is unlikely 
these people will return to the 
dealership for the purchase of 
another automobile. 

The fact is, while it’s very dif- 
ficult to measure the dollar value 
of good will, its opposite can be 
quickly detected in the monthly 


“‘The dealer who 
liquidates his RVs has 
not made a prudent 
move, but the opposite.’ 


statement. 

What then, can the automobile/ 
recreational vehicle dealer do? 
The answer is so simple, it escapes 
most. This kind of retail outlet 
must not sacrifice one product to 
save the other. If it does, both 
products may fail. Did the dealer 
liquidate his automobile inven- 
tory when those sales were at a 
near standstill? No. Instead, to 
create sales, he got up offhis. . . 
and beat the bushes, and used 
every bit of his expertise as a pro- 
fessional retailer. And he did not 
give up. He kept his staff 
pumped-up and offered sales in- 
centives to those productive indi- 
viduals in his employ. In short, he 
did his best and then he did it some 


more. While it usually did become 
necessary to cut back the nut and 
reduce the size of the staff a bit, it 
was not apparent to the retail 
buyer. It did not appear to him 
that the dealer might be going out 
of business. 

There is no easy solution for the 
current conditions that exist in the 
marketplace today. Each dealer- 
ship has its unique problems and 
set of circumstances. But those 
dealers who have fallen by the 
wayside have increased the 
chances for survival for the rest. 
When this “washout” is over, the 
market share for the surviving 
dealers will increase. And those 
dealers who hang on to the recre- 
ational vehicle segment of their 
operation will benefit even more. 

New products will emerge from 
the RV industry, offering buyers 
both additional convenience fea- 
tures and increased fuel economy. 
As we look into the near future, we 
see a very large group of consum- 
ers that have yet to make their 
presence felt. The “baby boom” of 
the “sixties” is about to enter the 
market. Wouldn’t it be nice to offer 
this first-time buyer both basic 
transportation and leisure time 
products, or would you rather he 
go elsewhere? 

It’s interesting that the RV in- 
dustry as a whole did not panic 
during the recent period. Man- 
ufacturers (now accustomed to 


Rec Vee Report is prepared exclusively by automotive executive on a quarterly basis by Gus Chiarello, executive editor of the NADA 
Recreation Vehicle Appraisal Guide. All comments or questions pertaining to these columns should be mailed to: “Rec Vee Report”, 
NADA Recreation Vehicle Appraisal Guide, P.O. Box 1407, Covina, CA 91722, c/o Gus Chiarello. 
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“oom and bust periods), quickly 
*ysted their production and did 
+ flood the marketplace with 
handise. In general, dealers 
full prices for their units. The 
aly problem that existed and still 
is the number of units sold. 
e dealers that did not see the 
‘andwriting on the wall and did 
‘ot reduce their overhead, folded. 
ind as a result of the many 
‘ealers that went out of business, 
‘he lenders ended up with a lot of 
loored merchandise. In an effort 
» minimize the problem, lenders 
lstributed these units to their 
existing dealers (at a considerable 
jscount and with no flooring 
harges). This action was received 
vith open arms by retailers and 
hey responded by retailing this 
therwise distressed merchandise 
ta respectable retail prices. 


The used market did not suffer 
‘uring this priod, mostly because 
‘vices for new units continued to 
jimb with the inflationary spiral 
and secondly, because there were 
gst not that many trades. Private 
gales stayed firm through- 
mt the year and most folks used 
heir rigs, rather than dumping 
them. The used market should 
stay stable for the next six months 
and could even “get hot,” if the re- 
ery outruns production of new 


nodels. 


e nucleus of the RV dealer 
‘network still doing business today 
‘ vepresents the cream of RV retail- 
rg and will be the base of the in- 
justry for future growth. They 
have survived the worst of times 

believe it or not, some even 
. Bade decent profits in 1980. These 
dealers are living proof that basic 
ésolid pusiness practices can carry 
you through almost anything. It 
‘takes 1° talent to ride the crest of 
the wave during peak boom 
periods, but to do business and sell 
at what I would call normal retail 
numbers during these conditions 
‘takes 2 special kind of merchant. 
Fortunately, the RV industry has 
enough of this caliber to survive. 
Yd like to take my hat off to 
‘those in our industry who did not 
sive UP the ship. Better times are 
3 t ground the corner, and who 
jeserves to reap the profits more 
ae those who carried the indus- 
ey ¢prough once more? A 
I —————————— 
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(Continued from page 10) 

stock of a publicly held company. 
After the reorganization, you 
would own the stock of the publicly 
held corporation instead of your 
old stock. The entire transaction 
would be tax-free. You could sell 
off portions of the publicly held 
stock as you needed the funds and 
hold the balance until finally it 
would be included in your estate 


and get a raised basis. 
xe 


Management survey cur- 
rently deductible. For many 
years, it was fashionable to be 
psychoanalyzed. Now it has be- 
come fashionable for even small 
closely-held businesses to have 
their business analyzed. In almost 
every case, the benefits of the 
analyses will be received over 
some uncertain future’ time 
period. Question: Are such ex- 
penditures currently deductible? 


(Continued on page 53) 


The flat resistant tire ” 
With guaranteed balance 


CALL THE DIRECT LINE TO A BETTER BOTTOM LINE: 800-523-2436 
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Optional Equipment: 
What Should Be Listed? 


enter, and [ 
hope I am not 
intruding into 
such a place at 
this time. 

No, it’s not 
religion, or pol- 
itics, or cracker 
barrel philosophy. Those topics 
are reserved for the Guide Book 
COMMENTS! 

How about optional equipment? 
Take a look at the NADA Used 
Car Guide, and look especially at 
the listed optional equipment. 
Sometimes, on those models with 
only one or two body styles, the list 
of options is ten times or more the 
cars listed. I doubt any other pub- 
lisher does this, and we ourselves 
sometimes have our doubts about 
doing it. It is expensive. Yet, if the 
optional equipment does, indeed, 
have value, is it not essential that 
we list it? And, if we list it, should 
not it be in a format convenient for 
you, the subscriber, to use? 

The process of evaluating op- 
tional equipment has long been a 
problem. Let us consider a sales 
report. OK, so the person report- 
ing does indicate how the car was 
equipped and then shows the sell- 
ing price. Who is to determine 
what portion of the price is due to 


The Used Car column is prepared exclusively for automotive executive by James 
comments or questions pertaining to these columns should be mailed to: “Used Cars,’ 


the existence of this or that piece of 
optional equipment? Sometimes, 
equipment is listed as an option 
when, in reality, it is not. A man- 
ufacturer, seeking to keep an ADP 
low, will list a basic car at XYZ 
price even though it is known few, 
if any, cars will be sold like that 
and even though, after the sale, 
few people will even think of the 
car being without auto trans or 
whatever. 

Consider the auction reports or 
even the on-site observation of 
auction sales. The typical report 
lists the common options but does 
not suggest what portion of the 
selling price they represent. An 
on-site observer may note that 
many pieces of optional equipment 
were not even noted on the pub- 
lished report. 

I recall attending a dealer meet- 
ing in which the subject of used car 
guides and their treatment of op- 
tional equipment came up. It was 
clear the subject was a sensitive 
one, and the lines of division be- 
tween the people there were 
equally apparent. Generally, the 
new car dealer, accustomed to 
ofttimes selling a customer a ton of 
options, felt the guidebooks HAD 
to show residual value. The used 
car dealer (and sometimes the new 
car dealer’s used car manager) 
generally went the other way and 
felt the original purchaser bought 


the optional equipment for his own 
pleasure and had no reason to ex- 
pect very much in return. This was 
especially true of some of the “ap- 
pearance” options which were 
once offered on certain luxury 
cars. The add-on cost was as- 
tronomical and the real residual 
utility was negligible. And yet, 
some dealers and even some 
factory reps gaveme a hard time 
because we refused to put a value 
on the option but simply acknow]- 
edged it. 

Before we get too far along . , . 
happen to enjoy certain items of 
optional equipment and I think 
there are some which should be 
standard. We agree that in many 
parts of the country, a car without 
air conditioning is not likely to 
find a second home. And, price 
leaders not withstanding, there 
are some cars which simply do not 
function as designed without au- 
tomatic transmission, power 
steering and power brakes. Per- 
sonally, I like stereo, electric door 
locks and electric windows... | 
especially like the latter two when 
they are working. These items are 
more-or-less expected to be on cer- 
tain models, and evaluating them 
is not that difficult. But there are 
some models on which electric 
doors and windows appear to be 
the result of whimsy or outstand- 
ing salesmanship. 


H. “Harry” Lawrence, editor of the NADA Official Used Car Guide. Ajj 
‘automotive executive magazine, 8400 Westpark Dr., McLean, VA 22109. 
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| ere are some pieces of op- 

al equipment which many re- 

as detrimental to the sale of a 

‘ised car and thus should be shown 

4s deducts rather than add-ons. 

These are often very expensive op- 

dons when purchased new and the 

ock to the new car buyer could 

% substantial . .. when he goes to 
rade his car. 

Those cars which are the easiest 
» evaluate are those with the 
fewest options. The old VW bug 
was such a car... what could you 
xet other than a radio? There are a 
‘ew luxury cars moving in this di- 

section and this, from my point- 
view, is a good thing. 

One concern would have to be 
he electronics which are being of- 
ered as options. Many of these 
ave considerable appeal to the 
sew car buyer and isn’t it easy to 
add another $200 when you're al- 
eady over the $10,000 mark? 
{mericans are fascinated by 

adgets and one of my neighbors 
‘ecently entertained all the teen- 

e kids as he demonstrated his 
aewly acquired mobile platform of 
slectronic toys. He told me, later, 
+ had taken him an hour to fully 

égnderstand how to operate the 
sadio. Since I know he is a one- 
station lock-on and seldom leaves 
‘the range of that station, I quietly 
wondered why he had put so much 
‘nto a radio. He took me for a ride 
and by doing this-or-that, he had 
ag many lights flashing as the En- 
‘erprise- He also commented that 
‘once in a while” this or that 
dget didn’t work but since the 
sroblem was not continuing, it 
was ard to explain the malfunc- 
‘ion to the service manager. After 
sur ride, I remarked that he had a 
nice car and I hoped he planned to 
‘keep jt several years... I did not 
ate. 
ore is another side... and 
that is NOT having the right op- 
tions. We already touched on air, 
pB and AT but in some cars, 
sthers are all but mandatory, and 
tional engines sometimes fall 
is category. 

: is an area in which much 
ioht remains to be shed and you 
dl jnvited to lighten our dark- 
=. _, what do you think about 

iption al equipment? ‘ 
AE is featuring the subject of 
Optional Equipment in the 


January issue. F 
———————————— 
amma amma cme a 
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(Continued from page 51) 

Recently a taxpayer asked the 
IRS to rule on this question. The 
IRS gave thumbs-up approval. 
Here’s the story. 

The taxpayer hired an efficiency 
expert to examine all facets of his 
operation, develop an operations 
system and finally install the sys- 
tem. Ultimately, the taxpayer be- 
came the recipient of a number of 
looseleaf books containing a host 
of suggestions including such 
goodies as_ operational im- 
provements, cost reductions and 
management controls. The sys- 
tems were installed by the expert. 


Believe it or not, the IRS ruled 
all of the expenses incurred by the 
taxpayer as described above are 
ordinary and necessary expenses, 
are not capital expenditures, and 
are fully deductible in the year 
paid (or accrued). Have your pro- 
fessional get a copy of Letter Rul- 
ing 7906011. With the body of 
knowledge continuing to explode, 
there are few businesses—large or 
small—that will be able to grow 
and prosper without calling in 
outside consultants and experts. 
This new ruling is welcome news. 

xx 
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HANNA 
SMALL SPACE CAR WASH 


a 


AUTOMATIC DRIVE THROUGH 


FOR ONLY $163.00 PER MONTH, YOU CAN ADD A 
HANNA CAR WASH TO YOUR DEALERSHIP. 


“plus freight and erection 


3TO 5 YEAR FINANCING AVAILABLE THROUGH HANNA AT PRIME PLUS 2% (on approved credit) 
LIMITED OFFER — ORDER TODAY! 


& 3 WAYS TO BUY 


‘ HANNA CAR WASH EQUIPMENT COMPANY 
& PO. Box 3736 DEPT.3 

Portland, OR 97208 

or call Toll Free 800 547-7910 


s Name 

= Title 

5 Dealership 

I Address 

i City, State, Zip 
Phone 


AUTOMOTIVE EXECUTIVE. NOVEMRER 1920 


Enclosed is my deposit of $996.00. 
The balance will be paid time of delivery. 


Enclosed is my deposit of $2,960.00. 
Please finance the balance of the equipment. 


O 3 years 5 years 


Send information on your equipment 
and please have your representative 
call on me. 


+ 


Small Supply—Big Prices 


& s the used car market 

passed through the 1981 

new car introduction period, the 

used car wholesale market con- 

— tinued to maintain its strength in 
demand and high prices. 

In past years, as new car introduction time ap- 
proached, used car market activity would slacken in 
anticipation of the annual event. And, as the mar- 
ketplace continued its procession toward winter and 
the holidays, used car demand and prices would al- 
ways soften, bottom out around December, and hold 
at this level until the spring market. 

But this slowdown in the market activity has not 
occurred this fall for basically two reasons. First, the 
lack of new car demand and thus a lack of used car 
trade-ins caused a shortage of used car availability. 
Second, there are no cheap cars today. Previously, the 
conception of a small car always brought on the con- 
otation of an inexpensive car, but that correlation no 
longer exists. In the last couple of years, some of the 
small cars have borne price tags just as hefty as those 
on some of the larger ones. The lack of new car pur- 
chases during the 1980 model year and the resultant 
slowdown in the flow of used cars into the market 
place have ,in this instance, shown the Keynesian 
theory of supply and demand versus cost to hold true. 
Prices are high. 


George Basel 


xx*k 

The National Auto Auction Association (NAAA) 
attracted over 400 people to its annual convention 
October 16-19, held this year in New Orleans at the 
New Orleans Hilton. Bob Gentle, owner of Metro 
Auto Auction of Kansas City, accepted the NAAA 
presidential gavel for the coming year from Frank 
Hildreth of the Lenoir Auto Auction. The featured 
speaker at the General Session was Dr. James M. 
Crawford of Loma Linda University, Loma Linda, 
Calif., who spoke about “Recognizing and Controlling 
Stress,” how it affects the businessman, and how its 
effects can be avoided. 


Auction Block is prepared exclusively for automotive executive by George Basel of the icral Us é. 
these columns should be mailed to: George Basel, automotive executive magazine, 8400 Westpark Dr., McLean, VA 22102. 


The 1981 NAAA convention will be held at the 
Crown Center, Kansas City, Mo. 

The Eastern Auto Auction Association will forego 
its winter meeting, but will hold its spring meeting as 
usual. Bermuda has been selected, with tentative 
dates sometime in May. 

The Midwest Auto Auction Association will revisit 
Hilton Head, S.C. March 5-8 for its winter meeting, 
and the Southern Auto Auction Association wil] meet 
April 2-4, 1981 in Hot Springs, Ark. for its spring 
meeting. 

The Western Auto Auction Association winter 
meeting will be held in Scottsdale, Az. February 
19-21 at the Sheraton Inn. 


SHORT NOTES: 

The Atlanta Auto Auction held its 10th anniver- 
sary sale September 18. During the event, the auc- 
tion presented J. C. Day, of Willings Used Cars, 
Aiken, S.C., with a free weekend trip to New Orleans 
to attend the Atlanta Falcon-New Orleans Saints 
football game. Jack Charlesworth, General Manager 
of Atlanta, says he is going to put on other promotions 
through the remainder of the year. Last month was 
the Harvest sale and this month’s promotional sale is 
called the Turkey Trot. 

Charlie French, National Used Car Manager, 
Volkswagen of America, is back on active duty again 
after convalescing from a heart attack last summer. 


xe 
E. E. Britt, owner of Tidewater Auto Auction, Inc., 
has announced the appointment of Ron Buchanan as 


the new general manager of that auction. 
x**e* 


Southwest Auto Auction, owned jointly by Harvey 
Klein and Jim Guynes, will soon be adding a third 
lane. The opening is scheduled for January 1, 1981. 


x*k 


sed Car Gui comments or questions pertaining to 
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Auction 


Classified 


Arizona 


SOUTHWEST AUTO AUCTION, 
lease and fleet accounts welcome. 
Member NAAA AND NAFA. 3420 
fouth 48th Street, Phoenix. Tel. 
5602) 894-2211. 


Connecticut 


SOUTHERN 


AUTO AUCTION 


Rt 5. WAREHOUSE PT. Cl 
There’s an Auction Every 
Wednesday at Southern 
Larry Tribble & Bob August 
203-623-2617 

4 
BO 


20911 Gladwin, Taylor, Mich. 48180 
Licensed car Dealers 


SALE EVERY TUESDAY 
12 NOON 


actory Front Line Units. 
Reese and Rental Units. For 
information, Hotel reser- 
yations, numbers 


CALL AREA 313 285-7300 


oe ee ee 


YOUR STRONGEST COMPETITOR ATTENDS! 


“LNT AUTO AUETION, INC. 


WEDNESDAY 10:57 A.M. 


4 LANES 


4 WESTERN RD. FLINT, MICHIGAN 48506 


vr PHONE (313) 736-2700 


Texas 


(MARILLO AUTO AUCTION. 
> & fleet specialists for 33 

Write or call Dale or Friday, 
at>- 10th Ave., Amarillo, TX 


Tel. (806) 372-2206. 


19104. 


Colorado Auto Auction, Denver, 
Colo., has a new owner as of Oc- 
tober 1, 1980. Mr. Van Mankwitz, 
widely known in the automobile 
business in the Mid-West and 
Rocky Mountain regions, bought 
out George Lamb and Norman 
Early, co-owners. The latter had 
operated Colorado Auto Auction 
for the past 21% years. George 
Lamb and his son are retaining a 
body repair shop close to the auc- 
tion, and George himself is being 
retained by Van Mankwitz in an 
advisory capacity for the next 12 


months. Norman Early will con- 
tinue in his other chosen profes- 
sion, the practice of law. Good luck 
to all parties involved. 

Manheim Service Corporation 
announced on September 29, 1980 
that Mr. Joe Greco has been ap- 
pointed General Manager of the 
Florida Auto Auction of Orlando. 


x*r* 
DON’T UNDERSELL YOUR 
USED CAR TRADE-INS. 
MAKE YOUR MARKET PLACE 
THE AUCTION PLACE. 


top off your profits! 


SNUGTOP, THE EASY-TO-SELL, QUAL- 
ITY CRAFTED LINE OF FIBERGLASS 
HARDTOPS. Classic designs, featuring 
hand laminated fiberglass construction 
for a long life, weather-tight fit. Designed 
with a unique air-filled cavity for added 
weather protection and sound deadening 
insulation. Finished with finest neoprene 
rubber seals. Equipped with D.O.T. 
approved tempered safety glass. Avail- 
able in white or black, with distinctive off- 
white inner shell. Standard and Quarter 
Window Models with optional sunroofs 
available. Shipped ready for fast, easy 
installation. Write or call for literature and 
complete profit information. CUSTOM 
HARDTOPS, SNUGTOP Division, 1711 
Harbor Avenue, P.O. Box 121, Long 
Beach, California 90801. Phone: (213) 
432-5454 or 436-3691. 


“A Tradition of Design Excellence and Craftsmanship” 


1962-1980 


MG MIDGET, SPRITE ~ 1968-1980 

~ JENSEN-HEALEY | ~ 4973-1977 
FIAT 850 a 1968-1974 

~ FIAT 124 , 1968-1980 
DATSUN 1965-1967 
DATSUN 1968-1970 
_TR4A-6-250 ~~ 1968-1978 
TR7 ~ 1978-1980 
SPITFIRE ~ 4971-1980 


=) 
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Joe Girard 


Lose One Customer and It’s 250 


ne day, I sold a car toa 
man who runs a cater- 
ing business that 
specializes in weddings. Before in- 
flation went through the roof, he 
told me, the average wedding re- 
ception had 500 guests—250 were 
the bride’s friends at work, long- 
time pals, good neighbors, and 
fourth cousins twice removed, and 
250 were the groom’s. For the most 
part, those were the people the 
bride and groom each came in con- 
tact with somewhat regularly, the 
people who came under what I call 
their Circle of Influence. 

More recently, I met a guy work- 
ing at the other end of life—a fu- 
neral director. In the midst of tel- 
ling me about his planning for the 
average funeral—the touches that 
are needed, the details he has to 
pay attention to—he also men- 
tioned the number of people who 
usually attend. That number was 
250. 

Now, the fact that that figure 
came up twice in a row made sense 
to me. The part of the family you’re 
still talking to, the guys on the job, 
neighbors, old friends over the 
years, the guys at the club, does 
sound to me like two or three 
hundred people. Some guys, it’s 
true, are on decent terms with far 
fewer, but they are not average 
citizens. 

I worked the idea into my sell- 
ing, the selling of Joe Girard. Sup- 
pose that in your business you ag- 
gravate one customer a day. You 
do something dumb, or you do 


nothing, or you tell a customer 
where to get off. Do that for one 
year and, including their Circles of 
Influence, you have aggravated 
78,250 people if you’re closed on 
Sundays. I have this nightmare 
where the Yankee Stadium is SRO 
and everyone is on their feet 
screaming, DON’T BUY FROM 
JOE GIRARD! 

Here’s how you can make the 
Circle work for you. Watch this. I 
look at each customer like he was 
250 people. Man buys a new car, 
for example, and pretty soon his 
Circle of Influence knows about 
his new wheels. One of his aunts or 
a guy from the club says, “Hey, 
nice car, where’d you buy it, what 
was the deal?” The man says, “Go 
see my friend, Joe Girard. Tell him 
I sent you. He’ll take good care of 
you.” The customer says this be- 
cause I do take good care of him. 
When something’s wrong and he’s 
trying to get it fixed, I tell him to 
come in and see me personally and 
I'll get it handled. No run-around. 
Otherwise, if you walk away from 
the guy after the sale, he’lI tell his 
aunt and the club member, STAY 
AWAY FROM THAT BUM! 

Always take time after the sale 
to help your customers. Even if it’s 
just a phone call to ask if he’s satis- 
fied. Takes two minutes. Don’t tell 
ME you're too busy. Your custom- 
ers put the food on your table. 
You’re never too busy for them. 
They'll be back to see you with 
their aunts, their brothers, the 
guys on the job, the bowling club. 


They’ll all come in. You know 
why? Because you'll be the only 
salesman who takes care of his 
customers after the sale. The other 
guys are out to lunch. Take it from 
number one. 


* ek 


Is there a better feeling than 
that which comes when you give 
way to a good stretch? You reach 
way up, extending your spine, 
standing on your toes, stretching 
every grateful muscle in your 
body, loosening each one, relax- 
ing. 

And you’re a better person for it. 

I don’t believe there’s anyone 
anywhere in this great country 
who doesn’t know what you mean 
when you say “seventh-inning 
stretch.” It’s as much a part of 
baseball as peanuts and Cracker 
Jacks. 

Part of the secret of selling your- 
self is learning how to make a 
seventh-inning stretch part of 
your life—your job life, your home 
life, whatever. 

A college student whom I'l] call 
Ralph came up to me the other day 
and said, “Joe, I’m in a class but I 
don’t seem to be a part of the class. 
It’s like I’m outside looking in.” 

“What you mean is you want to 
do a better job of selling yourself to 
the class,” I said. 

“I suppose you could put it that 
way.” 

“How better? You’re the world’s 
best student—right? Now, just 
who isn’t buying?” 


These columns are prepared by Joe Girard, named the world’s greatest salesman 12 times by the Guinness Book of World Records, and syndicated through Allied 
Press International. If YOU have a question, if you need advice on selling yourself, write to Joe, P.O. Box 358, East Detroit, MI, 48021. 


es 
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e talked. I soon learned 
’*s problem wasn’t his in- 
r. His grades were good; the 
ing process came easy to 
_ But he felt a stranger to his 
ates. He’d been with them 
semester. He hardly spoke 
m or they to him. I knew 
was shy but he felt there 
a wall between him and his 


“gsmates. 


‘Stretch,” I said to him. 
“What?” 

"Take a _ seventh-inning 
etch.” He looked puzzled, so I 
plained. Instead of stretching 
* which was physical, I told him 
: should stretch out, which was 
i tal and called for a different 

tude. I wanted him to extend 
s outreach, stretch his view- 
ints about others, reach out each 

a little farther, touching the 
es of others he lived with, 
died with, worked with, played 
‘th and shared his hopes with. 
lph felt that he had no contact. 


cannot touch others unless 
ou’ ch out,” I told him. “It often 
s stretching to make contact, 
it is wonderful exercise. Reach 
“tto someone in your class; you'll 
aver feel better.’ 
Soli rt to ask 
" an effort to ask someone 
is hobby or ask another 
hat she likes to read or still 
er what films he likes. And 
our likes. Look forward to 
s} reaching out asa pleasurable 
enth-inning stretch. That’s the 
« way to topple the wall. 


The advice is good for us all. Are 
4 loner? Shy? Do you feel left 
4? Life whirling by like a 
‘usel Without you getting a 
ce to grab the brass ring? Un- 
ware of how to sell yourself? 
Yel], you can never grab the brass 
"unless you s-t-r-e-t-c-h out 
fig orks for it. As one poet said, 
‘tretch 4 hand to one unfriended 
ad th loneliness is ended.” 
‘The more you reach out to peo- 
« the more you can lengthen 
wl stretch, the more people you 
“jy influence. And that, basically, 
what selling yourself is all 
bout [nfluencing others. 
Ralph took my advice. He told 
‘¢ that with the seventh-inning 
etch he doesn’t need to knock 
va walls; he now scales them /& 


SS 
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(Continued from page 53) 


New rules for employers’ de- 
posits of social security and with- 
eld income tax are effective for 
wages paid after 1980. 


The basic rules are: 


(1) If the accumulated unpaid 
liability is $3,000 or more at the 
end of any eighth-monthly period 
(those periods end on the 3rd, 7th, 
llth, 15th, 19th, 22nd, 25th and 
last day of month), the employer 
must deposit the accumulated lia- 
bility within three banking days 
after the close of the period; 


(2) If the employer escapes the 
eighth-month periods and the ac- 
cumulated unpaid liability is $500 
or more at the end of any month, 
the employer must deposit the ac- 
cumulated liability by the 15th of 
the following month; 


(3) If the accumulated unpaid 
liability is less than $500 at the 
end of a calendar quarter, the em- 
ployer must pay the accumulated 
liability by the end of the following 
month (the due date of the quar- 
terly return). 


Accumulated unpaid liability is 
determined at any date by adding 
up all income and social security 
taxes witheld from the beginning 
of a quarter. To this, the employer 
adds its share of social security tax 
and deducts previous deposits for 
the quarter. 


In 1981, large employers who 
make eighth-monthly deposits 
enjoy a “safe-haven” if 90 percent 
of accumulated unpaid liability is 
deposited. In 1982, this becomes a 
95 percent requirement. 


Large employers whose payroll 
expands suddenly and whose ac- 
cumulated unpaid liability is less 
than $10,000 can make deposits by 
the 15th of the following month IF 
the employer can demonstrate 
that it didn’t meet the require- 
ments for eighth-monthly deposits 
for any previous month in the 
quarter and during any of the pre- 
vious four calendar quarters. 


Thus, most first-time three- 
banking-day deposits will escape 
penalties. 

If there are any questions, 
please contact me. - 
i EN 


IF YOU CAN AFFORD 
TO PASS UP A SALE— 
DON’T READ ANY FURTHER 


“AN EXPERIENCE WITH 
JOE GIRARD” 


Six (6) cassette tapes which capture the 
World's Greatest Salesman at his very 
best. 

Joe candidly relays the techniques that 
made him successful and how these same 
ideas & motives can help you sell better. 
lf you are serious about the selling profes- 
sion, this dynamic presentation is a must 
for you. 

You can gain experience from the World's 
Greatest Salesman for only $75.00, which 
includes postage and handling. 

Send check or money order to: 


GIRARD PRODUCTIONS 
BOX 358 
EAST DETROIT, MICH. 48021 


Be a Winner 


ot the lowest risk with 


hole-in-one 
insurance 


Promote your tournament by 
giving Qway O New car, trip 
or a cash prize and get lots 
of publicity and participation 
with no cost except the low 
insurance premium 


Sports Achievements 
Association offers hole-in-one 
insurance, handles the payoff 
promptly, and makes you 
look great 

For a free quote call 

Dennis Chase now at 

8OO 854-3527. In California 
call 714 957-6052 


Sports Achievements 
io 


F Airoort Loop Drive 
Costa Mesa CA 92626 


Also call us for complete 
ToumMament 


planning serv- 
ce for tennis 
or golf 
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Classic Series 


With Larger Car Inventories, 
We Can Help You Now 
More Than Ever! 


Moving your larger car inventories may mean more after 
dark selling. And with more cars than ever on your lot, be 
Sure your display lighting is doing all the selling it can do. 

LS! Metal Halide lighting was designed to give you the 
Sales edge you need night and day. By night, our energy 
saving Metal Halide systems will provide Outstanding 
illumination for nighttime merchandising. By day, our 
handsomely sculptured LSI lines make a valuable statement 
about your dealership. 

In times like these you can use all the help you can get. 
So why not let your customers see you in the best light 
possible? Look into LSI...you may learn to love your 
evenings again. 


For more information, write or call for a full 
color brochure describing our energy 
Saving systems. 


P.O. Box 42419 * 4201 Malsbary Rd. © Cincinnati, Ohio 45242 « (513) 793-3200 
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WHAT'S NEW ON THE MARKET 


Classic Fabric Protector is a 
reactive polymer fabric stain re- 
pellant. It penetrates and coats 
each individual fiber in all types of 
fabric upholstery and carpeting, 
leaving an odorless, invisible pro- 
tective shield which does not alter 
the texture, feel or appearance of 
eyen the most luxurious fabrics. 
Fabric Protector repels coffee, tea, 
soft drink stains and most other 
common hazards and spills. Man- 
ufacturer: Classic Chemical, P.O. 
Box 5000, Arlington, TX 76011. 


This turbocharger gauge mon- 
itors vacuum and pressure within 
the inlet manifold of turbocharged 
engines to help guard against 
costly engine damage caused by 
failure of the turbocharger unit. 
The gauge is especially important 
for turbocharged vehicles like the 
Buick, Toyota, and Porsche. . .or 
when the driver installs his own 
turbocharger unit. Full details on 

e VDO turbocharger gauge are 
in a catalog showing all VDO in- 
s¢ruments and is available from 
the company by writing VDO- 
ARGO, 980 Brooke Rd., Winches- 


ter, VA 22601. 


Infor’ 


in no 


The “‘Bullnose”’ is a 7 inch 
heavy-duty disc featuring a 
curved dome shape that gives a 
double sanding surface. It is also 
double coated with twice the grit 
for longer abrasive life. In addi- 
tion, a new Spin-Vent back-up pad 
with unique deep venting ribs 
creates a draft through holes in 
the disc face, cooling the disc and 
prolonging its life. Manufacturer: 
Merit Abrasive Products, Inc., 
P.O. Box 5447, 201 W. Manville, 
Compton, CA 90224. 


Krex, Inc., manufacturer of Krex 
Graphite Super Lubricant has 
added Krex Tune-Up and Car- 
buretor Cleaner in their exclu- 
sive distribution to new car 


dealers. It is a formulation of 


highly active, non-corrosive chem- 
icals, which effectively dissolve 
gasoline gums and varnishes, is 
highly absorptive of water, con- 
verting it into a combustible blend 
which burns off with the gasoline 
and which in addition contains 
additives that fortify and lubricate 
the entire fuel system for more ef- 
ficient operation and longer life. 
Manufacturer: Krex Inc., P.O. Box 
836 G, Highland Park, IL 60035. 


mation and photographs of products listed in Showcase have been provided via manufacturer's press releases. A product's appearance in this column 
way implies endorsement by either NADA, the National Automobile Dealers Service Corp., or automotive executive magazine. 
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Ferrox is a non-slip safety coating 
exclusively designed for use on 
oily, greasy or wet areas, and can 
help you prevent slips and falls in 
your garage. This coating allows 
employees to walk safely in all po- 
tentially hazardous places. Ferrox 
dries in approximately four hours, 
preventing the need to close off 
high traffic areas and slow down 
your business. The coating is 
available in a variety of colors, ata 
cost of only pennies per square 
foot. Manufacturer: Martex Safety 
Products, 1A Paine Ave., Irving- 
ton, NJ 07111. 


Lightweight Q-Cel® Michro- 
sphere Filler is a pinhole-free 
plastic body filler that spreads on 
easily and provides a tough, last- 
ing adhesion on fiberglass, metal 
and wood. It is easy to spread, file, 
shape, and shred for fast work. 
Specially formulated with 53 per- 
cent polyester resin, the smooth 
creamy filler produces less dust 
than tale-filled plastics and 
provides a tough, lasting adhe- 
sion. Eliminating blistering, Q- 
Cel® combines a coarse and fine 
material in a two-part system to 
block air pockets. Manufacturer: 
Richard-Yale Industries, Inc., 1 
Congdon St., Worcester, MA 
01610. 


LIGHT WEICHT 
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Ausone Suspension Analyzer sor. The Analyzer case is hungon __ sensed by the Analyzer. It mea- 
tests all four shock absorbersona_ the car’s rain gutter or window _ sures temperature concurrently 
car in approximately five minutes. during testing, at convenient with damping, allowing correction 
The Analyzer may also be used to _eye-height. Thesensorisplacedon __ for the influences of temperature 
check other suspension conditions __ the car tire, for each shock to be when comparing damping read- 
such as spring rates. It consists of tested. ings with the reference valves. 
measurement, computation and A measurement is made by Manufacturer: Ausone Corp., 897 
display electronics contained ina pushing down on the fender or Independence Avenue, Mountain 
small case, and a proximity sen- bumper a predetermined distance View, CA 94043. 


The Sno-Way Plow originally de- 
signed and engineered for Subaru 
front wheel drive and four wheel 
drive vehicles is now also avail- 
able for the Volkswagon Rabbit 
and pick up truck front wheel 
drive vehicles. The Sno-Way plow 
offers an affordable, fuel efficient, 
easy and comfortable way to clean 
driveways, sidewalks, or smal] 
parking lots. The Sno-Way Plow is 
controlled by an electrical contro] 
box located inside the vehicles 
passenger compartment. Man- 
ufacturer: Sno-Way, 6102 W. 
North Ave., Milwaukee, WI 
53213. 


The new “Mini” is especially de- 
signed for use on late model GM 
V-6’s, and V-8’s, Omni, Horizon, 
VW, as well as the new X Series 
GM’s. The J-Mark design is par- 
ticularly effective for removing 
hard to reach oil filters which are 
increasingly found on late model 
engine designs. The rugged, pro- 
fessional style wrenches are 
available in models for standard 
filters and U.S. and imported com- 
pact car filters in addition to the 
new “Mini” model. All models are 
fitted with a wide 1% inch “Lus- 
tron” plated band that prevents 
crushing oil filters and provides 
for a surer grip. Manufacturer: 
J-Mark Inc., 800 Kasota Ave., 
Minneapolis, MN 55414. 


Cobra Clamp is a new unique 
battery booster cable clamp to fit 
both side and top post battery ter- 
minals. Designed with a unique 
swing-out contact, the Cobra 
Clamp meets the requirements of 
the user no matter what battery is 
fitted to either car in a jump 
emergency situation. Handles are 
vinyl coated and the jaws are cop- 
per coated, high quality steel to 
ensure excellent electrical conduc- 
tivity and to reduce corrosion for 
years of use. For further informa- 
tion call: J. Shekel at (516) 691- 
4420. 


60 AUTOMOTIVE EXECUTIVE, NOVEMBER, 1980 


A 


PLUS. 


MENTAL & PHYSICAL SECURITY 


Peace of mind is as an important part 
of your security as fences and other 
protection devices. Our experience in 
insurance innovation enables us to 
offer a program that helps you 

attain both! 


DESIGNED SPECIFICALLY FOR FRANCHISED 
GM CAR AND TRUCK DEALERS 


PHYSICAL SECURITY: 


Protection Plus, The Preferred Insurance Plan 


oe for General Motors Dealers, offers 66 specific 
recommendations to help you achieve maxi- 
mum dealership security. 


MENTAL SECURITY: 


The immediate availability and counseling of 
experienced insurance personnel from partici- 
pating companies, Fireman’s Fund Insurance 
Companies, Motors Insurance Corporation, 
FAMEX and Pitcher & Doyle, will provide you 
with peace of mind. 


DON’T WAIT: 


Contact PITCHER & DOYLE, INC. now to put 
the FAMEX System to work for YOU! 


PITCHER & DOYLE, INC. 


Executive Plaza IV 
Hunt Valley, Maryland 21031 


(co) (800) 638-8654 


Buy one. Get six free. 


The trouble with most stand-alone 
computers is that they stand alone. 

Not SAM, ADP’s On-site com- 
puting system. 

SAM brings friends. People 
who fit our system into your sys- 
tem. ‘To help your entire dealership 
work better. 

SAM helps your people match 
customer wants with vehicles in 
stock. It does the financing and 
insurance. And leases. Posts the 
payables, receivables, and general 
ledger. Controls your parts 
inventory and service schedules. 
Prints R.O. headings and invoices. 


Even handles word processing. 

SAM also gives you a wide 
range of reports which help you 
manage your dealership better. 
While costing you less than other 
systems that give you less. 

Result: productivity, parts turns, 
and profits are up. Obsolescence 
and outages down. 

And the friends SAM brings? 

They're the ADP programmers 
who designed the SAM system to 
fit your needs. The service engi- 
neers who keep SAM tuned. 

The ADP trainers who teach your 
people to use SAM profitably. 


The computing company" 
Automatic Data Processing 
Dealer Services Division 
700 N.E. Multnomah 
Portland, Oregon 97232 


The service reps who answer your 
questions. The sales rep who 
informs you of new developments, 
And the ADP regional manager 
who runs the whole operation. 

It’s like having a multitude of 
computing experts at your finger- 
tips. But not on your payroll. 

Get SAM On-site today. For the 
performance. For the profit. 

And for all the good people who 
stand by it. 

Just give us a call, toll-free, 
800-547-8670. Or call collect: 

In Canada, 416-752-6478; in 
Oregon, 503-238-7272. Or write: 


